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Abstract 
 
In 2010, the UK plus size fashion market is worth £5.2 billion, 35% of which 
accounted for by the UK plus size fashion online market which has been estimated to 
be worth £1.8 billion. This research investigates plus size fashion online shopping 
motivations variables and uses primary quantitative data and statistical data analysis 
techniques to analyse and conceptualise the resulting scale framework of plus size 
fashion online shopping motivations. The objectives of this research are: to examine 
and review existing relevant academic literature; to review and reveal the most 
appropriate research design; to identify research hypotheses; to produce data; to 
analyse and evaluate plus size fashion online shopping motivations; and to 
conceptualise and interpret a scale item framework of plus size fashion online 
shopping motivations. This research accepts the pragmatic ontological perspective 
and realist epistemological standpoint whereby reality is ‘real’ but is difficult to 
scientifically uncover its entirety. It accepts that the data collected via a positivist 
methodology can be considered mostly true and as objective as the limitations of 
research allow. An online questionnaire sent to a quota sample of 100,000 consumers 
of a plus size fashion online retailer resulted in 502 respondents. 
 
Analysis, conceptualisation and interpretation of the resulting scale framework of plus 
size fashion online shopping motivations reveals that there are nine plus size fashion 
online shopping motivation factors. Plus size fashion online consumers have distinct 
and specific plus size fashion online shopping motivations and measures that are 
predominantly influenced by accessing a selection of fashion products, fashion and 
the hedonic value of shopping for fashion, and less so influenced by utilitarian values. 
A selection of fashion products in their size is the strongest plus size fashion online 
shopping motivation and is a reflection of the relatively lacking plus size offering on 
the High Street. Privacy was extracted and interpreted as a specific factor but was not 
deemed a key plus size fashion online shopping motivation. This academically 
rigorous and verified understanding of plus size fashion online shopping motivations 
is imperative both in terms of the gap it fills in academic knowledge and implications 
to plus size fashion online retailers. 
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Chapter 1 
Research Proposal 
 
1.1   Introduction 
The internet, the medium through which online activity occurs, is accessed by 70% of 
UK households (National Statistics, 2009). E-commerce, business that is conducted 
online, has facilitated a ‘relationship between electronic media and the consumer by 
mediating complete retail transactions’ (La Rose, 2001, p.0). The internet provides 
information, facilitates two-way communication with customers, allows collection of 
market research data, promotes goods and services, and ultimately supports the online 
purchasing of merchandise, providing an extremely rich and flexible retail channel 
(Doherty and Ellis-Chadwick, 2003). 
 
Donthu and Garcia (1999) highlighted the three key factors that have developed the 
internet market as: Technological Advances: Changing Corporate Perceptions; and 
Changing Consumer Lifestyles. The online retail market in particular, developed from 
traditional ‘in-home’ or catalogue shoppers; ‘the frequent in-home shoppers are 
knowledgeable, flexible and positive in their shopping attitudes and actions’ (Gillet, 
1976, p.81). Online shopping shares the same functional nature of catalogue shopping 
but has more benefits for retailers. The details about products can be instantaneously 
edited and the limited human interaction necessary allows a consistent level of 
customer service. 
 
Profitable and sustainable online retailing is taking on greater importance in modern-
day retailing, especially for small businesses, where day-to-day operations typically 
involve a critical fight for survival (Ashworth, Schmidt and Hallsworth, 2006). 
However, there are significant gaps in internet retailing research, with only three 
broad categories: retailers’ perspective; the consumer perspective; and the 
technological perspective, each of which could be classified into a number of sub-
themes in order to provide detailed conclusions which retailers can analyse and apply 
to their marketing strategies where appropriate. 
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1.2   Research Context 
The context of this research is grounded in online retailing, fashion online retailing, 
plus size retailing and plus size online retailing. 
 
1.2.1   Online Retailing 
Online retailing is constantly growing, maintaining a year-on-year average growth of 
15% in 2009 (IMRG, 2010), and has evolved from its high ‘factual search’ product 
origins of primarily books, videos and computer software (Shim, Eastlick, Lotz and 
Warrington, 2001) into a retail channel that readily and effectively accommodates 
‘fashion search’ products and their purchases; with the fashion online market 
expecting to surpass a worth of £6 billion by 2015 (Mintel, 2010a). 
 
The online retailer ebay had set the industry standard for success by 2003; ‘ebay has 
43 million unique visitors per month while operating 28 global markets and garnering 
total merchant sales of 24 billion dollars, a 60% increase over the previous year’ 
(Peters and Bodkin, 2007, p.2). However, it is not clear whether this retail format has 
the capability to stand the test of time as alternative online retail activity becomes 
increasingly accessible and increasing popular. Retailers that are beginning to provide 
online purchasing as part of its interchangeable service channels appear increasingly 
appealing to customers (Bendoly, Blocher, Bretthauer, Krishnan and Venkataramanan, 
2005). 
 
Fashion online retailing is a distinct market that is proportionately under-represented 
both in online retailing and in online retailing research. However, take-off of the 
market in the last decade due to broadband (Mintel, 2010), indicates a necessity to 
investigate further. Fashion online retailing, its characteristics and its consumers, has 
grown to supplement, but not replace other retail channels (stores, catalogue, TV), 
with the challenge being to understand and construct the most effective integrated 
delivery channel combining all three shopping modes (Goldsmith and Flynn, 2005). 
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1.2.2   Fashion Online Retailing  
Fashion makes up only just over 20% of online retail sales (Mintel, 2010a), due to the 
industry’s initial reluctance to embrace online transactions (Marciniak and Bruce, 
2004). In the early parts of the 2000s, consumer’s experience and expectations far 
exceeded the fashion retailer’s ability to understand and satisfy consumer needs online 
(Siddiqui, O’Malley, McColl and Birtwistle, 2003). However, there have been waves 
of development since ‘with retailers from the N Brown, Littlewoods ad Arcadia to 
Debenhams and Marks & Spencer all announcing significant new online initiatives 
and investments’ in 2006 (Mintel, 2006a), with fashion online spending now reaching 
10% of fashion spending as a whole (Mintel, 2010b). 
 
Fashion catalogue operators were the early dominators of the fashion online retail 
market with all five largest operators led by Next Directory, sharing around 52% of 
the market; and the niche mail order sector, comprising of retailers such as Boden and 
Lands’ End, also occupying a significant segment of the market (Mintel, 2006a); 
reflecting the traditional store shoppers’ initial hesitations to make purchases online. 
However, the market is set to change as shoppers are gaining in confidence in 
shopping online, helped by their new experience with known fashion retailers such as 
Next; availability of trusted brands though the internet has accelerated fashion online 
retail acceptance (Priest, 2005). Product virtualization technologies are also being 
utilised to enhance the online environment in order to attract consumers and 
encourage online purchases; they allow online shoppers to view the product 
interactively, not only delivering product information but also a more entertaining 
shopping experience than can be obtained by static product images (Kim and Forsythe, 
2007). 
 
Fashion online retailing in particular, is an online retail market that requires high 
levels of both service and quality management. Despite the immediacy of online 
purchase, customers still have to wait for their product to be delivered and then assess 
whether or not they are satisfied with their selection (Mollenkopf, Rabinovich, Laseter 
and Boyer, 2007). It is therefore paramount that shoppers trust that the product they 
order will be what they receive (Nitse, Parker, Krumwiede and Ottaway, 2004) and 
that brands maintain high online retailing standards via its branding, sizing, etc. This 
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is particularly important for specialist niche retailers that need to develop and 
maintain consumer trust and loyalty. 
 
One of the biggest drivers of online sales is the catalogue, as consumers are browsing 
the catalogues and then ordering the products online (Tang, 2006). Littlewoods (now 
very.co.uk) for example, traditionally a catalogue retailer have invested in brand 
ambassadors such as ‘Trinny and Susannah’ and ‘Holly and Fern’, in order to 
maintain their position within the home shopping market; promoting through TV, 
magazines and online. Next is another example of a fashion retailer that has utilised 
the retailing trend of expanding home shopping channels, alongside the specialist and 
niche retailers that do not have presence on the high street. Plus size retailing in 
particular benefits from its market’s high use of home shopping retail channels, a 
market set to be worth £5.77 billion by 2015 (Key Note, 2009). Despite the size of its 
market, plus size retailing is still growing and is considerably under-researched with 
large gaps in the relevant academic literature. 
 
 
1.2.3   Plus Size Retailing 
The changing shape of the UK population over the recent years has prompted retailers 
to introduce more prominent ranges that accommodate “plus size” women and “big 
and tall” men (Weinstein, 2004). The average woman’s waist size for example, has 
increased by 16cm since the 1951 (Wells, Treleaven and Cole 2007). Specialist 
retailers that cater for the market have also been able to develop well known and 
considered brands that have overcome the stigma of plus size clothing being 
unfashionable and “matronly” (Kind and Hathcote, 2000).  
 
In the USA, the plus size market has been identified as a fashion market for almost a 
decade; “Plus-size customers, reportedly one-third of the market, buy more apparel 
today, thanks to up-to-date fashions” (Discount Merchandiser, 1988, p.0). UK fashion 
retailers have been slow to acknowledge the plus size fashion market because of the 
stigma of plus size connotations and the extra costs of offering big sizes, as it requires 
drawing and producing different clothing patterns. Necks, for example, don’t get 
larger above a certain weight, but backs thighs and tummies do (Ellison, 2002). 
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However, the high street has begun to acknowledge the differing sizes of its shoppers, 
and is moving on from when in 2005 for example, it still fell to a small percentage of 
mid-range retailers to cope with plus size consumers, and with the benefit of less 
advertising than the market deserves (Cooper, 2005). In the USA, the plus size market 
is outpacing all other segments of the apparel industry and should have expanded by 
5%-8% annually over the last five years (Alban, 2006), reflecting a demographic 
trend that is now being experienced in the UK. 
 
 
1.2.4   Plus Size Online Retailing 
Online retailing is a retail format that lends itself well to appeal to the plus size market, 
as home shopping through catalogues for example, is found to be most prevalent in 
the size 16+ consumer group and is considered to be due to allowing the consumers 
the opportunity to try on any purchases in the comfort of their own home (Otieno, 
Harrow and Lea-Greenwood, 2005). However, Evans is an example of a long-
established plus size specialist retailer, with more than 400 stores nationwide and a 
thriving online business (Cooper, 2005). 
 
Scarpi (2006) identifies that consumers’ enjoyment translates into higher profits for 
the retailer, and that fun does ‘pay back’ for fashion retailers. Plus size online retailing 
has the potential to take advantage of the popularity of plus size home shopping, 
whilst appealing to the younger generation of the market who make well-informed 
consumer decisions based on their access to unlimited information online (Baker, 
2007). This new generation of plus size retailing requires a greater and more specific 
wealth of academic knowledge currently available in order to meet the needs of its 
new generation of plus size retail marketing. 
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1.3   Research Background 
This research will be conducted in collaboration with a plus size fashion online 
retailer. The researcher will work under supervision of The University of Manchester 
and in correspondence with key employees of the plus size fashion online retailer 
towards research that both fills a gap in academic knowledge and provides contextual 
business insight that can be applied appropriately to enhance the effectiveness and 
efficiency of a plus size fashion online retailer’s marketing strategy. The plus size 
fashion online retailer requested analysis and conceptualisation of plus size fashion 
online shopping motivations in order to gain a greater understanding of why their plus 
size fashion consumers are shopping via their relatively new online shopping channel. 
 
 
1.4   Research Aim 
This research will examine plus size fashion online shopping motivations of plus size 
fashion online consumers. Analysis and discussion of the data collected through both 
primary and secondary research will enable the identification, analysis and 
conceptualisation of plus size, fashion online shopping motivations. This 
conceptualisation will enhance the understanding of plus size fashion online 
consumers and provide insight into possible marketing priorities and tactics to be 
considered by plus size fashion online retailers. 
 
 
1.5   Research Objectives 
The following research objectives provide structure through which the research will 
be undertaken in order to achieve the research aim: 
 
• To examine and review existing academic literature surrounding plus size 
fashion online shopping motivations. 
• To review and reveal the most appropriate research design to facilitate meeting 
the research aim of this research. 
• To identify plus size fashion online shopping motivations research hypotheses. 
• To produce data collected using the plus size fashion online shopping 
motivations research design measures. 
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• To analyse and evaluate plus size fashion online shopping motivations. 
• To conceptualise and interpret a model of plus size fashion online shopping 
motivations. 
 
The research rationale will be formulated based on existing literature and information, 
alongside the collation of primary data, which collectively, will allow a 
comprehensive examination of the research objectives. 
 
 
1.6   Research Outcomes 
Once the research objectives of this research have been met, the following research 
outcomes are expected: 
 
•  A detailed examination of the existing literature reviewing: Plus Size 
Fashion Online Shopping Market (Chapter 2); Plus Size Fashion Online 
Shopping Motivations (Chapter 3). 
•  An identified, analysed and conceptualised model of plus size fashion 
online shopping motivations (section 7.6). 
 
 
1.7   Methodology  
This research will adopt a data collection methodology that comprises of two key 
approaches: 
•   secondary research through a review of existing literature and data; 
•   primary research collected via questionnaires. 
 
The secondary research to be undertaken will consist of a detailed literature review of 
associated research areas, reviewing: Plus Size Fashion Online Shopping Market 
(Chapter 2); Plus Size Fashion Online Shopping Motivations (Chapter 3). Analyses of 
the findings will provide a better grasp of plus size fashion online consumers and their 
online shopping motivations, and aid the development of the most appropriate 
research design and identification of hypotheses to be applied to the primary research. 
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The primary research will adopt a quantitative methodology, utilising an online 
questionnaire conducted in conjunction with the plus size fashion online retailer. The 
online questionnaire will consist of a scale items that will provide plus size fashion 
online shopping motivations data that can be statistically analysed and conceptualised. 
An identified, analysed and conceptualised model of plus size fashion online shopping 
motivations can subsequently be amalgamated with the findings from the literature 
reviews to provide an insight into the research area, whilst identifying any significant 
gaps that require further research and development of knowledge. 
 
 
1.8   Research Boundaries 
This research will focus upon the specific context of the fashion online shopping 
motivations of plus size fashion online consumers. It will provide context within 
shopping motivations and online consumer behaviour and then narrow its focus upon 
plus size fashion online shopping motivations. 
 
 
1.9   Summary 
The plus size fashion online retail market is growing, in reflection of the online retail 
market as a whole. The context of this research identifies multiple dimensions of plus 
size fashion online retailing that all exhibit limited academic research and literature, 
particularly fashion online retailing, plus size retailing and plus size online retailing. 
By further reviewing the plus size fashion online shopping market and plus size 
fashion online shopping motivations, an appropriate and effective research design can 
be developed, from which scale items can be formulated to collect data to allow the 
identification, analysis and conceptualisation of plus size fashion online shopping 
motivations. 
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Chapter 2 
Plus Size Fashion Online Shopping Market 
 
2.1   Introduction 
The majority of research surrounding plus size women is focussed upon body image 
(Moorti and Ross, 2005; Borland and Akram, 2007) and retail experiences (Colls, 
2006; Otieno et al. 2005), few studies look in-depth at either their shopping 
motivations or behaviour. Plus size women are often deemed ‘outside’ of the accepted 
levels of size and fashion (Adam, 2001) and therefore, as a subset within the retail 
field, have been omitted from the research that examines generic retail research areas 
that are focused around the ‘norm’.  
 
Collection and analyses of existing literature and data surrounding the plus size 
fashion online retail market is required to provide a contextual base of knowledge 
from which to develop effective research into plus size fashion online shopping 
motivations. This chapter begins by quantifying the UK fashion online shopping 
market and analysing its relevant key components: online retailing; UK home 
shopping market; UK fashion retail environment; and UK fashion online shopping 
market. It then identifies, quantifies and analyses the literature on the UK plus size 
fashion online shopping market and its relevant key components: definition of ‘plus 
size’; changing shape of the UK population; plus size consumer; plus size fashion UK 
market; plus size fashion retailing; and plus size retailers. 
 
 
2.2   UK Fashion Online Shopping Market 
This sub-section quantifies and analyses the key relevant contextual components of 
the UK fashion online shopping market. 
 
2.2.1   Online Retailing 
E-Commerce is the process of buying, selling, transferring, or exchanging products, 
services and or information via computer networks, including the internet 
(McGoldrick, 2002; Kotler, 2003; Turban, King, Lee and Viehland, 2006). It is 
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generally subdivided into three categories: business-to-business or B2B (e.g. Cisco); 
business-to-consumer or B2C (e.g. Next Directory), and consumer-to-consumer or 
C2C (e.g. ebay), and is descriptively termed as electronic commerce (Whinston, 1997; 
McGoldrick, 2002; Verdict, 2002; Kotler, 2003; Chaffey, 2004 and Turban et al. 
2006). Online retailing has hence emerged as an electronic means of shopping due to 
the facilitation of e-commerce (Turban et al. 2006). 
 
E-Commerce provides the format in which online retailers can communicate with 
customers and offer products and services for sale over the internet (Levy and Weitz, 
2001); ‘Customers can obtain information about products, buy products, and have 
informational goods delivered over the network 24hrs a day from anywhere around 
the world’ (Ng, 2003, p.442). This definition emphasises the ways in which online 
retailing is gaining its position as a major non-store shopping medium worldwide, 
enhanced by internet technologies (Dennis et al. 2004; Xu and Paulins, 2005). 
Technological innovations have created a consumer-friendly online retailing and 
online marketing environment (Taylor and Strutton, 2009). Consumers are embracing 
online retailing as a day-to-day means of shopping, using it as a way to get the best 
deals from an array of different types of retailers (IMRG, 2010). Subsequently, online 
retailing has transformed retailing in the UK and become a booming channel of home 
shopping (Key Note, 2010). 
 
2.2.1.1   Broadband 
Since becoming an e-commerce platform in 1991, the internet user population grew to 
108 million in Europe in the decade to 2001 (Meller, 2001) and has continued to grow 
significantly (Kim, 2004). High speed broadband has become widely accessible 
(Flamm and Chaudhuri, 2007) which substantially increased both internet use and 
online retailing (Key Note, 2010) due in part, to improved website functionality 
(Mintel, 2009). In 2009 63% of homes in the UK were supplied with broadband 
according to National Statistics (Key Note, 2010) and as a result, over 10 million of 
UK consumers shop online weekly (Experian, 2010). 
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2.2.1.2   The UK Online Retailing Market 
In 2009, the UK online retailing market was worth £49.8 billion (IMRG, 2010) having 
doubled in size since 2005 (Mintel, 2009) and now accounts for 6.7% of retail sales 
(Mintel, 2010). Despite the impact of the current economic recession on retailing as a 
whole, UK online retailing has maintained its consistent year-on-year growth (Key 
Note, 2010); up from £43.8 billion in 2008 (IMRG, 2010).  
 
The UK online retailing market’s share of the overall retail market is set to grow to 
almost 13% by 2013 (Mintel, 2009), despite the reduction of overall retail growth of 
£1.7 billion (Verdict, 2009). This is attributed to the increase in average online 
shopping baskets, having previously risen to £138 in November 2009 from £121 in 
January 2008 (IMRG, 2010); as a result, online spending in 2008 rose at a 
significantly higher margin than the overall retail market spending (Verdict, 2009). 
 
2.2.1.3   UK Online Retailing 
Online retailing has become a channel to consumers for both specialist online retailers 
and mainstream retailers that want to supplement their traditional ‘bricks and mortar’ 
or home shopping mediums (Salmeron and Hurtado, 2005). Competition from the 
growing UK online retailing market has prompted pressure on retailers to create 
online presences (Marciniak and Bruce, 2004). Multi-channel strategies are hence, a 
primary online retailing characteristic (IMRG, 2010), with technology being the 
significant form of difference for the consumer (Grewel and Levy, 2004).  
 
Since 2000 when online retailing was yet to prove profitable (Szymanski and Hise, 
2000), online sales have gained a significant proportion of retail sales overall 
(Eastwood, 2007). This is as a result of retailers’ online capacity to expand product 
ranges and geographical markets (Teo and Pian, 2003) whilst satisfying a higher 
number of customer demands (Grewel and Levy, 2004). 
 
Online retailing allows effective communication and distribution of product 
information (Rowley, 2009) and purchase transactions (Chen and Yen, 2004). Hence, 
online retailers have the same facilitation of buying, selling and provision of support 
to customers (Hines and Bruce, 2007) whilst offering them a value proposition (Yen 
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and Wong, 2004). It gives them competitive advantages and economies of scale 
(Salmeron and Hurtado, 2005); increased brand awareness and stronger relationships 
with consumers (Szmigin, Canning and Reppel, 2005); maintained customer 
satisfaction, production, inventory and distribution efficiencies, online marketing and 
sales opportunities; improved financial planning; and more effective research and 
development capabilities (Damanpour, 2007). 
 
 2.2.1.4   UK Online Consumer        
The UK online consumer has accepted online retailing as an integrated dimension of 
their shopping habits, with 80% using a retailer’s online retail website prior to 
purchasing in-store (IMRG, 2010). Online retailing allows consumers to supplement 
their in-store shopping activities with: keeping-up-to-date with products and trends; 
indulging in retail therapy as entertainment; and comparing and contrasting product 
prices and retailer offerings (Goldsmith and Goldsmith, 2002). However, online 
consumers have also increasingly purchased online due to decreasing online security 
fears (Salmeron and Hurtado, 2005). Trust was a significant barrier to the adoption of 
online retailing as a means to actual purchase products (Perea, Dellaert and Ruyter, 
2004) but as security systems improve, fears of risk are diminishing (Kim, 2004); 
only one in five non-online consumers blames personal security (Key Note, 2010). 
 
The utilitarian ‘buzz of a bargain’ is maintained as a traditional retailing attribute for 
online consumers to shop online, along with value, choice and convenience (IMRG, 
2010). Hedonic ‘touch and feel’ attributes were not traditionally acknowledged as an 
online retailing attribute (Rowley, 2009) however, but the introduction of rich media 
such as zoom and 3D functions has allowed consumers to get closer to the product 
(IMRG, 2010). Interactive features such as personalisation, virtual communities and 
customised content have increased the hedonism of shopping online (Detmer, 2002; 
Wind and Mahajan, 2002).  
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2.2.2   UK Home Shopping Market 
In 2008, the UK home shopping market was worth £61.66 billion (Key Note, 2010), 
above and beyond the prediction of £51,600 billion by 2009 (Key Note, 2005b). This 
is attributed in part, to online retailing increasing to 70% of all retail home shopping 
spending, despite being dominated by traditionally in-store retailers (Mintel, 2009). 
Although the economic downturn has had significant effect on the overall home 
shopping market, as displayed in Figure 2.1, general mail order in particular 
decreasing in value by 22% for example; the UK online retailing market maintained a 
growth in value (Key Note, 2010). 
 
Figure 2.1   The UK Home Shopping Market; by Value (£ billion at retail selling prices) 
Category 2005 2006 2007 2008 
Online retailing 25 (+31.6%) 33.3 (+33.2%) 44.25 (+32.9%) 52.63 (+19%) 
General mail order 7.21 (-8.9%) 5.66 (-21.5%) 4.34 (-23.2%) 3.39 (-22.0%) 
Source: Adapted from Key Note (2010) 
 
The consistent UK online retailing market is now the lead shopping medium of the 
UK home shopping market (Mintel, 2009) and its growth has increased the value of 
the overall market by 92.3% in the four years running up to 2008 (Key Note, 2010). 
Growth is predicted to continue, as one in five consumers actively intended to 
increase their spending from home in 2009 (Mintel, 2009). 
 
The home shopping market is fiercely competitive and retailers have invested in 
online retail channels and their effective distribution (Key Note, 2010) and although 
online specific retailers have strong position in the UK home shopping market, an 
online retailing strategy is proving to work best as part of multi-channel operation 
(Mintel, 2009). Existing home shopping retailers for example, have used the 
opportunity to also develop and compete effectively extending their provision online: 
‘N Brown is perhaps the most successful of the top home shopping players, noted for 
its insight in understanding what its customers want and communication the offer 
successfully. The company has also been quick to identify and tap into the potential 
offered by e-commerce’ (Mintel, 2007, p.63). 
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2.2.3   UK Fashion Retail Environment 
In 2009, the UK fashion market was worth £41.3 billion despite the economic 
downturn, with growth of 1.4% (Mintel 2010b). This is in part, attributed to the 
adoption of online retailing strategies in all retail categories (Myers, 2002) allowing: 
effective multi-channel retailing; increased consumer reach; and/or 
internationalisation of UK brands (Tiernan, 2000; Welling, 2000); and consumer 
shopping medium preferred characteristics choice (Chiang and Dholakia, 2003), 
examples of which are displayed in Figure 2.2. 
 
Figure 2.2   UK Fashion Retailer Category Activity in 2009 
Retail Category 2009 Activity 
Non-Specialist Fashion 
Arcadia 
Internationalisation: TopShop New York Flagship 
Topman online surge: Euro strength against Pound 
13% rise in pre-tax profits 
Non-Specialist Fashion Online 
ASOS 
Sales up 108% for the 42 weeks to 16th Jan 
1.2 million active customers: up 112% in 12mths. 
Online community channel launch 
Relaunch: new Kids and Designer depts. 
Marketplace (customers sellers) announced 
Premium own-label range launch: ASOS Black 
Reached 800+ brands 
93% rise in pre-tax profits 
Free returns and same day delivery launch 
The Green Room: ethical-fashion announcement 
Specialist Fashion Home Shopping 
N Brown 
Internationalisation:  
Websites- US; Australia ; SA ; Holland ; France ; Spain ; 
Italy ; Portugal 
Simply Be catalogue: Germany 
Internet orders taken over telephone orders 
Online sales: 35% of £650 million annual sales 
Acquired High & Mighty: specialist menswear 
13% rise in pre-tax profits 
Source: Adapted from IMRG (2010) 
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2.2.4   UK Fashion Online Shopping Market 
Fashion accounts for 20% of the overall online retailing market in 2010, whilst online 
fashion retailing makes up 10.2% of the total fashion retail market (Mintel, 2010a). In 
the four years up to 2007, online sales in the online fashion retailing market 
quadrupled to £1.3bn, with growth of 40.7% in 2006 alone (Verdict, 2008). The 
average 18-30% increase in fashion goods online revenue (Rowley, 2009; IMRG, 
2010) since, has resulted in the UK fashion online market now becoming worth £4.27 
billion, and being set to reach £6 billion by 2015 (Mintel, 2010). 
 
Fashion online retailers achieve highest relative online retailing operating margins of 
over 20 percent (Siddiqui et al. 2003) hence, fashion online retailing has been 
identified as a significant component of the UK fashion market (Goldsmith and 
Goldsmith, 2002). This has resulted in intense rivalry between existing and emerging 
fashion retailers (Doherty, 2009), catalogue retailers for example, are developing 
online retailing channels and enabling consumers to place orders online (Key Note, 
2010). 
 
The UK fashion online market leaders in 2009 were multi-channel retailers, with 44% 
of the market, in comparison to: major catalogue retailers with 26%; online 
pureplayers with 13%; auction sites with 9%; and niche catalogue retailers with 8% of 
the UK fashion online market (Mintel, 2010a), as displayed in Figure 2.3. 
 
Figure 2.3   UK Fashion Online Market Leaders 2009 
 % of UK Fashion Online Market 
Multi-Channel Retailers 
Next; M&S 
44% 
Major Catalogue Retailers 
Shop Direct Group; N Brown 
26% 
Online Pureplayers 
ASOS; Amazon 
13% 
Auction Sites 
ebay 
9% 
Niche Catalogue Retailers 8% 
Source: Adapted from Mintel (2010) 
 
Plus Size Fashion Online Shopping Market Chapter 2 
 
Analysis and Conceptualisation of Plus Size Fashion Online Shopping Motivations 34
A predominance of fashion online retailing categories have created online retailing 
channels to allow them 24 hour access to their consumers, to whom they provide 
tailor-made sales, services and product and trend information (Doherty, Ellis-
Chadwick and Hart, 2003). Nine out of ten online consumers have bought clothing 
(Mintel, 2010a); fashion retailers’ brand building and recognition are hence, enhanced 
by online retailing (Smagalla, 2004). Online fashion brand reputation is therefore a 
key influence on fashion online purchasing intentions at particular fashion retailers 
(Park and Stoel, 2005). Online retailing also provides fashion retailers the capacity to 
develop and widen their product ranges to enable them to maintain their fashion brand 
appeal (Salmeron and Hurtado, 2005). 
 
Although still growing, the growth of internet adoption has declined and the growth of 
online retailing has also reduced despite the increased sophistication in online 
retailing and distribution (Mintel, 2010). This decrease in growth may slow however, 
as people prepare to cut back 20% less on disposable income spending this year in 
comparison to 2009 (Experian, 2010). 
 
 2.2.5   Market Summary 
In summary, all markets associated with the UK fashion online market are 
experiencing growth although at reduced levels due to the economic downturn: the 
UK online retailing market (£49.8bn) now accounts for 7% of the UK retailing market 
(£743.3bn) and 81% of the UK home shopping market (£61.7bn); whilst, the UK 
fashion online market (£4.27bn) accounts for 10% of the UK fashion market (£41.3bn) 
and 12% of the UK online retailing market (£49.8bn), as displayed in Figure 2.4. 
 
Figure 2.4   Significant Market Values 
 Value (£bn) Source 
UK Retailing Market £743.3 Mintel (2010) 
UK Home Shopping Market £61.7 Key Note (2010) 
UK Online Retailing Market £49.8 IMRG (2010) 
UK Fashion Market £41.3 Mintel (2010) 
UK Fashion Online Market £4.27 Mintel (2010) 
 
2.3   UK Plus Size Fashion Online Shopping Market 
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This sub-section critically analyses the key contextual components of the UK plus 
size fashion online shopping market. 
 
2.3.1   Definition of ‘Plus Size’ 
Mintel defines plus size as a garment of the equivalent measurements of a size 18 or 
larger (Mintel, 2006c). However, in general, plus size is a term used to describe a 
person that wears 16 or larger size clothing, ‘sizes’ being numbers that are universally 
used by retailers to allow consumers to quantify quickly and easily what clothing fits 
their body (Colls, 2004).  Being plus size is not necessarily a reflection of a person’s 
health, and should not be considered an impairment (Young, 2005), however, plus 
size is associated with obesity and its numerous connected diseases such as breast and 
colon cancer, hypertension, and cardiovascular disease (Hu, 2003). 
 
In 2007, 56.4% of UK female adults aged 16 or over were classed as overweight or 
obese (Key Note, 2009). Obesity connotations with plus size clothing stalled the high 
street’s retail adoption of plus size clothing, as ‘indulgence, laziness, greed, a lack of 
restraint, violation of order and space and stupidity’ (Colls, 2006, p.531) are not 
reflective of any brand values of any fashion retailer. Other plus size associated terms 
also act as a social barrier within retail, ‘outsize’ for example, implies that clothing is 
‘outside’ of what society deems as normal (Colls, 2006). Slim and firm bodies are 
valorised as being the ‘normative corporeal form’ of which to desire (Bordo, 1993), 
however, Bovey (2002) identifies that society should accept and accommodate people 
of all sizes, and not set levels of acceptance that alienate a large proportion of the 
population. 
 
2.3.2   Changing Shape of the UK Population 
Larger bodies have always been overlooked by mainstream western accounts in 
particular of what constitutes a fashionable body (Cooper, 1998). What is regarded as 
fat is different across the world, with evaluations being based on culture, history, 
politics and economy (Evans, Hastings and Peacock, 2001) and as cultures and 
demographics change, social acceptance levels also adapt to accommodate them. 
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Despite the average UK woman weighing less than the average US woman by 6kg 
(Wells et al. 2007), the UK follows the US as the most overweight nation and has the 
fastest growing obesity rate in Europe (Foster, 2004). Key Note (2005a) attributes the 
sociological adaptation partly to changes in food consumption, and partly to more 
sedentary lifestyles, with car travel becoming more commonplace and busy working 
lives leaving little time to exercise. This has resulted in the average UK woman 
becoming 3kg heavier than the average UK woman in 1951 (Wells et al. 2007), with 
up to 22.5% of certain age ranges of women being obese, as displayed in Figure 2.5. 
 
Figure 2.5   Overweight and Obesity Percentages of UK Women by Age 
Age Overweight (%) Obese (%) 
<21 14.0 3.9 
21-30 16.8 6.8 
31-40 27.0 13.1 
41-50 27.8 21.1 
51-60 38.1 18.6 
61-70 38.1 22.5 
>70 47.8 21.6 
Adapted from: Wells et al. (2007) 
 
Hence, this changing shape of the UK population is increasing the proportion of 
consumers that require plus size clothing, and as a consequence is changing the 
fashion retail environment. 
 
 
2.3.4    Plus Size Consumer 
Klein (1998, p.35) describes the following characteristics of a plus size clothes 
shopper; ‘she hates to shop, she buys from catalogues, she doesn’t rush out to get the 
latest thing that she absolutely has to have’. This stigma has now disappeared, over 
decade on, due to the expanding provision of fashionable clothes in plus sizes on the 
high street and online, and the plus size clothes shopper has the opportunities to love 
to shop and both desire and wear the latest trends. 
 
Plus size fashion has traditionally been associated with older women due to the fact 
that mid-life is a time of life at which women often begin to put on weight (in some 
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cases for the first time) and find it more difficult to lose than when they were younger; 
thus they may be buying plus size fashion for the first time in their lives (Key Note, 
2005a). Every decade, women naturally increase 5-10lbs in weight (Garner, 1997) and 
as a result, women’s ideal body sizes increase as they grow older (Prevos, 2005). 
 
Traditionally in retail, there has always been a lack of choice for older women 
(Simcock and Sudbury, 2006). Klein and Klein (2000) explain that as women (and 
men) grow older their self-concept changes and grows stronger and more stable, and 
thus their consumption patterns change. This change has not been accommodated for 
however, as media images are creating stereotypes of obese older figures in 
comparison to their slimmer idealised women (Halliwell and Dittmar, 2004; Dittmar 
and Howard, 2004; Wan, Faber and Fung, 2003; Pendergrast, Leung and West, 2002; 
Stice and Shaw, 1994; Irving, 1990). 
 
The average younger woman is also growing in dress size; more than half of women 
over the age of just 35 purchased plus size clothing in 2005 (Nolan, 2006). The 35-44 
age range are also a key online demographic and stand out as the most significant age 
group, typically spending £869 per head per year and collectively account for a third 
of online spending (Verdict, 2007a). Hence, the plus size fashion retail market is 
finding it needs to adapt affectively to accommodate and earn trust and loyalty from 
its increasingly fashion-conscious online consumers of all ages. The following sub-
sections critically analyse key fashion and clothing issues of plus size consumers. 
 
2.3.4.1   Self-Comfort 
Halliwell and Dittmar (2003) highlight that women generally have a negative body 
perception. However, literature has also identified that women at the turn of the 
century ‘confront less distinct boundaries between themselves and the media; today 
women mediate as they are mediated’ (Hood, 2005, p.240) and their bodies are the 
medium of their self-identification. Women are becoming more comfortable with their 
bodies, whatever their size and are using apparel to express themselves, fashion being 
sometimes transgressive and even transformative (Sarbin, 2005). 
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Young (1990) described how clothes provide a bond of ‘sisterhood’ between women. 
As the plus size market grows, plus size women have now become ‘kindred relations’ 
(Whatmore, 2002) and are encouraging each other through to displays of self 
confidence to ignore traditional socially defined ideals of attractiveness (Thompson 
and Stice, 2001) by demanding and wearing fashionable clothes. 
 
2.3.4.2   Fashion Consciousness 
The UK fashion market as a whole has previously been described in terms of being a 
poorly differentiated offer (Birtwistle, Clarke and Freathy, 1999). However, retailers 
have begun to react to plus size consumers having a more positive self-image and are 
now less accepting of the unfashionable clothing they were once only offered (Key 
Note, 2009). A woman’s appearance is central to her self-definition (Dittmar and 
Howard, 2004) and she sees herself as an object to be looked at and evaluated by the 
way it appears (Frederickson and Roberts, 1997). Almost half of consumers strongly 
agree that women should not be afraid to be fashionable and be proud of the way they 
look (Key Note, 2009), hence, a plus size consumer also has this self-defining desire 
to wear fashionable clothes that flatter her figure and make her look attractive. 
 
 
2.3.5    Plus Size Fashion UK Market  
The UK plus size fashion market consists of the provision of fashion product in sizes 
16 and above; it grew by 26.1% from £3.84 billion in 2003 to £4.64 billion in 2008 
and is predicted to reach £5.64 billion by 2012 (Key Note, 2009), as displayed in 
Figure 2.6. 
 
Figure 2.6   The Plus Size Fashion UK Market and Forecasted Market 
 2008 2009 2010 2011 2012 
Value (£m) 4,640 5,010 5,208 5,412 5,635 
Source: Adapted from (Key Note, 2009) 
 
Home shopping and its appeal to the older market has meant that it has played a key 
role in plus size fashion retail market, with retail groups like N Brown using their 
specialist knowledge to create niche catalogues aimed at particular segments of the 
plus size shopping audience (Mintel, 2006b). The online sales of a specialist plus size 
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retailer (N Brown) account for 35% of its overall sales (IMRG, 2010) hence; a plus 
size fashion online market value of £1.82 billion is estimated. 
 
Figure 2.7 identifies examples of home shopping retailers with plus size offerings. 
47% of the UK female population wear a UK size 16 or above and accounts for one-
third of all women’s wear sales (Key Note, 2009), highlighting the significant 
disproportion of size to volume of apparel purchasing in the fashion retail market as a 
whole. This has been attributed to fashion and its size and shape connotations, with 
many calls from the media and pressure groups for the clothing industry to accept that 
a high proportion of women do not conform to the tall, willowy shape that seems to 
be the fashion designers’ ideal (Key Note, 2005a).  
 
Figure 2.7   UK Plus Size Fashion Home Shopping Retailers with Plus Size Offering 
Retailer Size Range 
Boden 8-20 
Littlewoods Direct Standard collections: 6/8-26 
So Fabulous: 16-32 
La Redoute Standard collections: 6-24 
Tallissme La Redoute En Plus: 14-34/36 
Freemans 6-30 
Simply Be 14-32 
Ambrose Wilson/ Classic Confidence 12-32 
Source: Adapted from Key Note (2009) 
 
Due to the identified change in the clothing sizes of the UK population and 
subsequent growth of the plus size market, retailers must now stock what they used to 
consider ‘fringe’ sizes (Hisey, 2003). Larger sizes are becoming the ‘norm’ and the 
plus size fashion retail market is becoming stronger and more dominant.  
 
2.3.6   Plus Size Fashion Retailing 
Plus size fashion retailing traditionally centralised around home shopping, due to its 
neglect on the high street where size ranges usually concentrated on the smaller 
shapes and sizes, ignoring the endomorphic figures (Otieno et al. 2005); however, 
plus size fashion retailing is now present throughout all major retailing categories 
(Key Note, 2009), as displayed in figure 2.8. 
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Figure 2.8   Plus Size Fashion Retailing Categories 
Category Example Retailers 
Variety Chain Stores M&S; Bhs; Next 
General Fashion-Clothing Chains New Look; Dorothy Perkins; H&M 
Value Retailers Matalan; TK Max; Primark 
Department Stores Debenhams; House of Fraser; John Lewis 
Grocery Multiples Tesco; ASDA; Sainsbury’s 
Specialists in Plus Size Fashion  Evans; Eli 
Independents Shops and Chains  
Mail-Order Catalogues and Internet N Brown; Littlewoods 
Source: Key Note (2009) 
 
The fashion retailers with plus size product ranges but without a plus size specialism 
have become more competitive in the UK plus size fashion market as their 
introduction of online channels has provided them with the opportunity to stock a 
wider range of sizes (Key Note, 2009). However, despite the increase in UK plus size 
fashion presence in the UK fashion market, fashion product offerings for plus size 
women are still not completely adequate (Key Note, 2009). The following sub-
sections identify and critically analyse the key UK plus size fashion market 
inadequacies. 
 
2.3.6.1   Lack of Provision 
Ideal has become synonymous with thinness (Wiseman, Grey, Mosimann and Ahrens, 
1992)9 and retailer’s desire to appeal to the ideal has resulted in a relative lack of 
fashion apparel provision for plus size women. Fashion retailers in particular have the 
tendency to display only small sizes on shop floor, resulting in larger women being 
required to have ask for larger sizes; an action that tends to cause embarrassment 
(Borland and Akram, 2007). Vanity sizing, in which products are labelled at sizes 
smaller than they are is also creates a sizing issue in plus size fashion retailing in 
particular, as it has resulted in sizing inconsistencies (Key Note, 2009). 
 
Four out of ten plus size consumers feel that plus size fashion is difficult to find (Key 
Note, 2009). This relative lack of provision for plus size women has had effect on 
their behaviour as consumers; negatively on the ‘fashion’ high street but positively for 
home shopping. However, specialists that operate in plus size either in-store, online or 
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both, are now face particular pressures from mainstream retailers who have widened 
their size ranges and their audiences via websites (Verdict, 2007b). Plus size fashion 
online retailing has provided plus size fashion consumers with access to the traditional 
benefits of home shopping: browsing, purchasing and trying on from home without 
the risk of in-store shopping, searching and trying on in changing rooms (Key Note, 
2009). 
 
2.3.6.2   Environment 
Changing rooms create a level of intimacy and psychic closeness (Ganetz, 1995) that 
also create an uncomfortable environment for plus size women. Trying on clothing in 
communal changing rooms alongside slimmer women can result in a negative 
experience for plus size women. However, Shim and Bickle (1993) found that older 
women were dissatisfied with the fit of ready-to-wear garments purchased via home 
shopping catalogues, identifying a primary weakness of purchasing apparel without 
being able to try it on. Hence, the problem for all plus size fashion channels does not 
lie solely with the variety of sizes and styling on offer but, more importantly, with 
their role in providing overall fashion content, fit and the shopping environment 
(Otieno et al. 2005). 
 
 
2.3.4   Plus Size Retailers 
Non-specialist retailers such as Marks and Spencer, ASDA, Matalan and Next, leaders 
in the fashion retail market, are also the retailers that provide the majority of dress 
sizes (Key Note, 2009), as displayed in Figure 2.9.  
 
However, specifically plus size retailers have traditionally tended to be specialist, and 
niche branches of retail groups or one-off independent retailers, examples of which 
and their size ranges are displayed in Figure 2.10. Part of the Arcadia group, Evans, 
for example, is the leading specialist operator in the market, with a leading 47% 
market penetration in the 20 and above size range (Mintel, 2006b); other key plus size 
retailers include: Ann Harvey; Elvi; Yours (Size Up); and Penny Plain. An example of 
a successful plus size independent retailer is Beige in London, who similarly to 
multiple retailers is effectively using plus size models in advertisements (ISA, 2006). 
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Figure 2.9   UK Non-Specialist Retailers with Plus Size Offerings 
Retailer Size Range 
Debenhams 8-20 
House of Fraser Linea: 8-18 
Therapy: 6-16 
John Lewis 8-18 
Some brands: 18-24 
Marks and Spencer Per Una: 8-22 
Classic/Autograph collections: 8-24 
Next 6-22 
Some plus size items: 24-28 
Tesco F&F: 8-24 
Cherokee: 8-22 
True Sizes: 16-28 
ASDA (George) Core collection: 8-24 
Moda: 8-24 
Sainsbury’s (Tu) 8-22 
Grace: 18-28 
New Look 6-18 
Inspire: 18-26 
Dorothy Perkins 6-22 
Principles 8-20 
Monsoon 8-22 
Peacocks 8-18 
TK Maxx 6-18 and some plus sizes 
Primark 8-20 
Matalan 8-22 
Rogers & Rogers: 20-18 
Source: Adapted from Key Note (2009) 
 
Figure 2.10   UK Plus Size Fashion Specialist Retailers 
Retailer Size Range 
Evans 14-32 
Elvi 16-28 
Ann Harvey 16-28 
Yours 14-32 
Bravissimo D-K Cup 
8-18 
Source: Adapted from Key Note (2009) 
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Plus size retailers who began to embrace the new fashionable culture of larger sizes 
reaped the financial rewards; plus size lingerie retailer Bravissimo, for example had 
sales of £37 million in 2007 (Retail Week, 2007). This prompted fashion retailers to 
re-think their plus size offerings and utilise the growing phenomenon. 
 
 
2.3.5   Market Summary 
In summary, the UK plus size fashion market is worth £5.2 billion, 35% of which 
accounted for by the UK plus size fashion online market which has been estimated to 
be worth £1.8 billion, as displayed in Figure 2.11. 
 
Figure 2.11   Significant Market Values 
 Value (£bn) Source 
UK Plus Size Fashion Market £5.2 Key Note (2009) 
UK Plus Size Fashion Online Market £1.8 est. from IMRG (2010) 
 
 
2.4   Summary 
To summarise, the UK fashion online shopping market has relevant key components 
that include: online retailing; UK home shopping market; UK fashion retail 
environment; and UK fashion online shopping market.  
 
The UK online retailing has experienced consistent year-on-year growth; was worth 
£49.8 billion in 2009; and is set to rise to 13% of the overall UK retail market by 2013. 
Online retailing has developed as a significant retail shopping channel, in particular as 
part of multi-channel retail strategies. UK online consumers have gained trust in 
shopping online, choosing the associated benefits over the associated risks. The UK 
home shopping market has become predominantly conducted online, with online 
retailing comprising of 81% of the £61.66 billion market. Online retailing has also 
become a dominant feature of the £41.3 billion UK fashion market’s strategic 
management; the UK fashion online market being worth 10% of the market at £4.27 
billion, of which 44% comprises of multi-channel retailers. 
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The UK plus size fashion online shopping market has relevant key components that 
include: definition of ‘plus size’; changing shape of the UK population; plus size 
consumer; plus size fashion UK market; plus size fashion retailing; and plus size 
retailers. 
 
‘Plus size’ is defined at clothing size 16 or above and is associated with larger bodies 
that are overweight or obese (56.4% of UK female adults). The average UK woman is 
increasing in size, as is the plus size fashion market as a result. The plus size 
consumer is on average 35-44 years old, does not necessarily feel uncomfortable with 
their body and still has a fashion consciousness. The plus size fashion online market is 
estimated to be worth £1.85 billion and 35% of the £5.2 billion plus size fashion 
market. Hence, although a fashion market that has only relatively recently been given 
adequate provision in the UK, the UK plus size fashion market has an online market 
(£1.85 billion) already almost half the size of the UK fashion online market (£4.27 
billion). 
 
In conclusion, the aim of identifying, analysing and conceptualising plus size fashion 
online shopping motivations in this research, will contribute to the academic and 
industry knowledge and understanding of plus size fashion online consumers; a 
significant UK fashion online consumer. 
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Chapter 3 
Plus Size Fashion Online Shopping Motivations 
 
3.1   Introduction 
This chapter aims to review the literature that envelops shopping motivations research, 
in conjunction with the existing fragmentary research on plus size consumers and 
fashion online shopping motivations (Otieno et al. 2005). The chapter reviews and 
critically analyses in the context of plus size fashion online shopping motivations, 
recent and relevant literature on each academic conceptual component of plus size 
fashion online shopping motivations: online consumer behaviour; shopping 
motivations; home shopping motivations; internet use motivations; and online 
shopping motivations. Since Stone (1954) academically identified four orientations or 
motivations to shop as: ‘economic/price’; ‘ethical’; ‘personalising/service’; and 
‘apathetic’, shopping motivations have been a key focus of consumer research. This 
chapter goes on to specifically review the academic concepts of plus size fashion 
online shopping motivations and identify plus size fashion online shopping 
motivations variables to be incorporated with the research design as data collection 
scale items. 
 
3.2   Online Consumer Behaviour 
Online consumer behaviour theory is ultimately a derivative of consumer behaviour 
theory as online consumers display similar behavioural characteristics to traditional 
consumers (Dennis et al. 2009). Online and offline behaviour have aligned in the 
consumer decision-making process, increasing consumer spending (Sands et al. 2010). 
Online consumer behaviour is subsequently influenced by: attitude; trust; past 
experience and learning; emotional states; e-interactivity; social factors and consumer 
traits (Dennis et al. 2009). As purchasing experience online has become more 
prevalent, perceptions of online retailing has improved (Hernandez-Ortega et al. 2010) 
and need for online information has decreased and trust in online product information 
has increased (Cheema and Papatla, 2010). The increasing sophistication of online 
retail websites has also influenced online consumer behaviour dynamically, 
perceptually and interactively (Mollen and Wilson, 2010). 
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As computer usage experience and expectations can influence online retailer 
preference (Chen et al. 2010), the aesthetics and sophistication of online retail 
websites determines the online retailers’ competitiveness in the online retailing 
market. The functional aesthetics of a retail website affect the consumer perception of 
service quality and the hedonic aesthetics of a retail website affect consumer 
satisfaction (Wang et al. 2010). The aesthetics are a means by which consumers form 
attitudes about the online retailer and its website, and entertainment, challenge and 
effectiveness of the information are key attributes (Richard et al. 2010). Product 
imagery dynamics enhance the motivation of the online consumer to purchase by 
increasing their experience satisfaction and decreasing perceived product risk (Kim 
and Forsythe, 2010). 
 
Online shopping being perceived as shopping is a key influence on online consumer 
behaviour (Dennis et al. 2009). In order to develop academic knowledge on consumer 
behaviour, a key dimension to further research is online shopping motivations, as 
identified as a consumer characteristic in Figure 3.1. 
 
Figure 3.1   Framework of Online Consumer Behaviour 
 
Source: Cheung et al. (2005) 
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3.3   Shopping Motivations 
Shopping motivations provide the broadest academic conceptual level of plus size 
fashion online shopping motivations analysed in this research and provide a generic 
understanding of the basic principles. 
 
3.3.1   Definition 
Shopping motivations are ‘the drivers of behaviour that bring consumers to the 
marketplace to satisfy their internal needs’ (Jin and Kim, 2003, p.399), motivating 
them to consume a product or service via a shopping channel. Retailers who attempt 
to fully understand the multiplicity of shopping motivations give themselves the best 
potential to create added value for their customers, by identifying the source of their 
motivation to both shop and consume (Rintamaki, Kuusela and Mitronen, 2006). 
 
There are two basic and generic classes of shopping motivations: functional and non-
functional (Sheth, 1983). Functional motivations are related to time, place, and 
possession needs and non-functional motivations are those that are associated with 
certain social or emotional values (Bhatnagar and Ghose, 2004). These classes of 
motivations play an intertwining role in consumer decision-making. Each type of 
shopping motivation has a different balance of significance to every individual, for 
example, for some consumers shopping is an opportunity to find a bargain, whilst for 
others, it’s an opportunity to socialise or escape from daily routines (Reid and Brown, 
1996). Such types of motivations within the shopping motivations classes will be 
discussed later in the chapter in the context of plus size fashion online shopping 
motivations (section 3.7). 
 
However, it is important to recognise and define that functional motivations are 
primarily related to product attributes, whereas non-functional motivations are 
primarily related to product association (Rinatamaki et al. 2006). In this sense, 
functional motivations are intrinsic to products, whilst non-functional motivations are 
extrinsic to products (Sheth, 1983) and as such, need more conceptual distinction.  
 
Hence, it must also be highlighted that hedonic, social and experiential dimensions are 
associated with non-functional motivations whilst utilitarian and economic 
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dimensions are associated with functional motivations (Rintamaki et al. 2006). Both 
utilitarian and hedonic motivations are both important factors in contributing to 
retailer competitive advantage; hedonic motivations acting as an extension of 
utilitarian motivation (Parsons, 2002). They act as cohesive motivations for both 
offline shopping mediums (Dawson, Bloch and Ridgway, 1990; Babin, Darden and 
Griffin, 1994) and online shopping mediums (Brown, Pope and Vogues, 2003). 
 
 3.3.2   Functional/Utilitarian Motivations 
Functional motivations are associated with the utilitarian needs of consumers that 
result in motivations that are: mission critical; rational; decision effective; and goal 
orientated (Hirschman and Holbrook, 1982; Batra and Ahtola, 1991; Engel, Blackwell 
and Miniard, 1993), i.e. task and product focused. From that perspective, fundamental 
shopping values of a consumer are utilitarian (Keeney, 1999). Westbrook and Black 
(1985) identified two functional motivations for shopping: choice optimisation; and 
anticipated use of product. Utilitarian needs are hence the simplest for the retailer to 
provide the consumer due to their physical and product or service based nature, often 
creating the differentiators between retailers and retail shopping mediums.  
 
However, although utilitarian shopping behaviour is characterised by task-related, 
product-orientated, rational and extrinsic motivations (Babin et al. 1994), it is based 
on the crude assumption that consumers on the whole are rational problem-solvers 
(Bettman, 1979). This assumption is flawed in the context of fashion online shopping 
motivations in particular, as fashion consumption can be more impulsive, with 
consumers having irrational unconcern over the amount they spend (Cowart and 
Goldsmith, 2007). The assumption resonates further for plus size fashion consumers 
however, as although having fashion impulsiveness, also have the enhanced product-
orientated task of finding the fashionable products in their size (Colls, 2006). 
 
It was initially identified that the most important features of online retailing were 
utilitarian (Blake, Neuendorf and Valdiserri, 2005). Wagner (2007) identified that 
retailers that satisfy the utilitarian needs of the consumer create ‘frictionless shopping’, 
the primary satisfaction criteria of consumers, of which there are three dimensions: 
store; personnel; and assortment. However, the presence of fashion involvement in 
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online fashion consumption indicates an enhanced level of hedonic motivation to shop 
online for fashion above and beyond utility (Shang, Chen and Shen, 2005). 
 
 
3.3.3   Non-Functional/Hedonic Motivations 
Non-functional motivations are associated with the hedonic needs of consumers that 
create experiential, sensual and emotional motivations (Sherry, 1990; Arnold and 
Reynolds, 2003; Penaloza, 2001; Kozinets, Sherry, DeBerry-Spence, Cuhachek, 
Nuttavuthisit and Storm, 2002), that cannot be underestimated (Bloch and Bruce, 
1984; Sherry, 1990; Babin et al. 1994; To, Liao and Lin, 2007) and relate to the 
shopping experience and its emotive, fantasy and multisensory dimensions 
(Hirschman and Holbrook, 1982). They are a means by which to add competitive 
hedonic added value to the retailer and its products and services; above and beyond 
functional motivations (Parsons, 2002). Hence, the softer, hedonic side of shopping 
can create differentiation between retailers in often saturated markets (Rintamaki et al. 
2006) as ‘many retailers would benefit by defining their business as being part of the 
social-recreational industry’ (Tauber, 1972, p.49). 
 
Traditionally, the hedonism of the experience of shopping was deemed achieved 
through the consumers’ involvement with a product or service (Bloch and Richins, 
1983) and that even if consumers did not proceed to a purchase, interaction in the 
retail shopping medium would produce hedonic value (MacInnis and Price, 1987). 
Although the enjoyment of shopping for its own sake is still identified as a key 
hedonic consumer value (Demangeot and Broderick, 2007) even during pre-planned 
consumption (Rintamaki et al. 2006); recent academic research takes a more 
sophisticated stance; associating hedonic needs with recreational, pleasurable, 
intrinsic, and stimulation-orientated motivations (Nguyen, Nguyen and Barrett, 2007) 
due to the ever-growing sophistication of the consumer.  Fashion consumption adds a 
hedonistic dimension to fashion online shopping in particular, since just browsing and 
finding trend information satisfies the fashion interest and involvement motivations of 
the fashion online consumer (Joung and Miller, 2006).  
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Tauber (1972) academically categorized non-functional shopping motivations into 
two types: personal motivations and social motivations. The personal motivations 
include: role playing; diversion; self-gratification; learning about new trends; physical 
activity; mental activity; and sensory stimulation. The social motivations include: 
social experiences outside the home; communications with others having a similar 
interest; peer group attraction; status and authority; and pleasure of bargaining. 
Parsons (2002) took the same variables 30 years later and applied them to online 
consumers, resulting in the extraction of the variables: role playing; physical activity; 
sensory stimulation; and pleasure of bargaining.  
However, if an identical study were to be repeated in 2010, these extractions may not 
occur due to the ever-developing sophistication of online retailing. Virtual commerce 
for example, including Second Life and avatars, are increasing brand awareness and 
revealing further information about consumers with the potential to allow 
consumption in ‘roles’ and virtual physical activity online (Arakji and Lang, 2008). 
Online retailing interactivity is more than just an unparalleled opportunity to look for 
product information (Haubl and Trifts, 2000) and the hedonic pleasure of bargaining 
from online auction and price comparison sites (Mollenberg, 2004). The increased 
sophistication of web design features predicted by Siddiqui et al. (2003) has 
transformed fashion online retailing; catwalks, 3D rotations and zooms add a virtual 
dimension of interactive hedonic sensory stimulation. Hence, these non-functional 
dimensions create consumer motivation to shop online and visit particular retailer 
websites. 
 
Arnold and Reynolds (2003) and most recently Nguyen et al. (2007) have since 
simplified hedonic shopping motivations, conceptualising them to have six 
dimensions: adventure; social; gratification; idea; role; and value, conceptually related 
but distinct concepts. These dimensions are consumer orientated, not product or 
service orientated, which reflects the self-orientated and self-purposeful (Babin et al. 
1994) and the subjective and abstract (Rintamaki et al. 2006) nature of hedonism. 
Hedonic satisfaction lies out of the constraints of necessity (Bardhi and Arnould, 2005) 
to a further extent than simple product and information sourcing (Boedeker, 1995; 
Kim and Shim, 2002). Consumers are looking for more than simply the cornerstone 
utilitarian values of price and convenience (Rintamaki et al. 2006). As a result, 
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products consumed for their hedonic value have a different impact upon the consumer 
than products consumed for utilitarian value, however, both values have a significance 
in a consumer’s overall goal of consumption and hence, upon marketing strategies of 
retailers (To et al. 2007). Hence, enjoyment and aesthetic hedonism has become an 
intrinisic dimension to online retailing (Mathwick, Malhotra and Rigdon, 2001), with 
plus size fashion online retailing being no exception. 
 
 
3.4   Home Shopping Motivations 
Home shopping motivations are the next academic conceptual component of plus size 
fashion online shopping motivations discussed in this research and provide an 
understanding of online retailing in the context of a home shopping channel. 
 
Home shopping motivations were traditionally analysed in the context of the 
perceived risks between alternative retail shopping mediums (Eastlick and Feinberg, 
1999; Festervand, 1986; Hawes, 1986), as home shopping has a greater perceived risk 
than high street shopping (Donthu and Garcia, 1999; Vijayasarathy and Jones, 2000; 
Schoenbachler and Gorden, 2002). However, online retailing has added another 
supplementary dimension to both online and offline shopping channels (Goldsmith 
and Flynn, 2005) and provided further home shopping motivations academic 
perspectives. 
 
Home shopping developed originally as a retail channel to service consumers in the 
remote areas of the United States of America (Burton, 2002). Catalogue shopping is 
the traditional home shopping channel and its shopping motivations reflect that of 
home shopping in general. Some of catalogue shopping’s stronger consumer 
motivations have been identified to be: perceived value of merchandise; convenience; 
the advantages of shopping from home; and assortment of products (Beaudry, 1999; 
Eastlick and Feinberg, 1999).  
 
As another channel of home shopping, online shopping’s characteristics bear 
considerable, although not complete, resemblance to those of catalogue shopping. 
Hence their consumer motivations have significant, although not identical, similarities 
Plus Size Fashion Online Shopping Motivations Chapter 3 
 
Analysis and Conceptualisation of Plus Size Fashion Online Shopping Motivations 52
and consumers that previously shopped by catalogue now also shop online 
(Goldsmith and Flynn, 2005). Keen, Wetzels, de Ruyter and Feinberg (2002) 
identified online shoppers to increasingly share characteristics of catalogue shoppers 
as the home shopping channels diffuse together however, and Goldsmith and Flynn 
(2005) highlight that remote consumers share characteristics, no matter what home 
shopping channel they utilise. Hence, the extended benefits of home shopping as a 
retail channel have resulted in catalogue shopping being a predictor of online 
shopping (Schoenbachler and Gorden, 2002) and a reflection of the difference 
between catalogue and online shopping is smaller than that of between shopping in 
person to shopping at home (Goldsmith and Flynn, 2005). 
 
Early academic research identified that 90% of home shoppers were motivated by the 
retail channel’s utilitarian values (Cox and Rich, 1964), the main variables being: 
reduction in time; flexibility; effort saving; aggravation saving; and impulse buying 
(Darian, 1987). However, hedonic values of retailers have increased in importance to 
consumers; Eastlick and Feinberg (1999) found non-functional motivations relating to 
company responsiveness and reputation to influence choice of shopping medium. The 
hedonic values of the consumer were always inherent to home shopping motivations 
however, as Berkowitz, Walton and Walker, (1979) and Reynolds (1974) all 
contended that those who do not like shopping in store would shop from home. Plus 
size fashion consumers in particular, do not like shopping in stores for their clothing 
as they can feel excluded from the product ranges (Colls, 2006) for example. 
 
Although as consumers age they spend less on apparel (Lee, Moschis and Mathur, 
2001) they tend to increase in dress size (Halliwell and Dittmar, 2004). This is 
reinforced by the findings that age has been identified a determinant of the increased 
use of catalogue shopping (Beaudry, 1999). However, age has also been identified as 
unrelated to online shopping (Goldsmith and Flynn, 2005). Younger, more innovative 
fashion consumers for example, are adopting a multi-channel behavioural fashion 
consumption pattern (Ha and Stoel, 2004). This is reflective of the high personal 
involvement of fashion consumption, which results in increased shopping in all 
shopping channels (Goldsmith and Flynn, 2005). 
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Another identified difference between catalogue and online shopping is that perceived 
risk was initially greater for online shopping than catalogue shopping (Vijayasarathy 
and Jones, 2000). However, catalogue shopping has been identified as a predictor of 
online shopping, albeit potentially a reflection of catalogue retailers being first to have 
significance presence online (Goldsmith and Flynn, 2005). Perceived risks of fashion 
online shopping are decreasing as fashion online retailing becomes more prevalent 
within the shopping habits of its innovative consumers (Ha and Stoel, 2004). 
 
Home shopping apparel consumers were traditionally identified to have the following 
traits: higher interest (Seitz Massey, 1988; Smallwood and Weiner, 1987); spend 
more money, enjoy wardrobe planning and selecting more, higher apparel 
consciousness (Seitz Massey, 1988); fashion opinion leaders (Smallwood and Weiner, 
1987); dissatisfied with High Street; and dislike shopping centres (Shim and Drake, 
1990). This matches the typology of the home shopping consumers today as it has 
become a supplementary and additional retail channel for traditional offline retailers 
(Schoenbachler and Gorden, 2002).  
 
Online retailing is becoming a day-to-day shopping channel as it is providing a better 
perceptual experience than other retailing channels (Forsythe and Shi, 2003). Fashion 
online retailing in particular is creating the same utilitarian and hedonic values for the 
consumer as shopping in store, as predicted by Siddiqui et al. (2003), as it provides 
the ability to search extensively for fashion information and products as well as make 
fashion purchases (Seock and Bailey, 2008). However, for plus size consumers in 
particular, home shopping is an alternative as the high street still does not sufficiently 
cater for their fashion needs (O’Cass, 2004). 
 
 
3.5   Internet Use Motivations 
Internet use motivations are the next academic conceptual concept of plus size fashion 
online shopping motivations and provide an understanding of the influence of internet 
use and its motivations upon fashion online retailing. 
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Experienced internet users are more frequent online shoppers than relatively novice 
internet users (UCLA, 2001). Joines, Scherer and Scheufele (2003) identifed that 
online shopping is becoming one of the primary uses of the internet and that there is a 
strong link between the activities and motivations of internet use and online shopping, 
and hence, fashion online retailing. 
 
Seven key motivations have been identified for internet use: social escapism; 
transaction security and privacy; information; interactive control; socialisation; non-
transactional privacy; and economic motivation (Korgaonkar and Wolin, 1999; Joines 
et al. 2003). Joines et al. (2003) found that these highlighted internet usage 
motivations significantly predicted both online purchasing and online information 
searching for products and services; the integral activities associated with online 
retailing. Although technology based, the motivations also exhibit both utilitarian and 
hedonic motivations (Childers, Car, Peck and Carson, 2001), both of which providing 
vital further steps towards satisfying the utilitarian and hedonic needs of the fashion 
online consumer. 
 
Although initial internet use can be attributed to accidental exposure, repeated use 
requires underlying motivation (Joines et al. 2003), for example shopping online for 
an item of fashion apparel for a last-minute event may be accidental but browsing on a 
favourite online fashion retailing site daily requires the desire to satisfy a motivation 
to purchase on the internet (Heung, 2003). Heung (2003) identifies three issues that 
determine an internet user’s motivation to use the internet: arousal seeking tendencies; 
information available; and emotions experienced, and are directly applicable to 
fashion online consumption. The internet can even potentially provide fashion online 
shopping with means to out-perform fashion in-store shopping in these motivations 
due to its heightened ability to communicate information such as new trends 
effectively and efficiently and allow in-depth communication with others of similar 
interests (Parsons, 2002), for example through fashion online retailer e-zines and 
blogs.  
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3.6   Online Shopping Motivations 
Online shopping motivations are the next academic conceptual component of plus size 
fashion online shopping motivations and provide an understanding of their direct 
application to fashion online retailing and in particular, plus size consumers. 
 
Demographics such as age and gender, in conjunction with motivational factors, 
impact upon the likelihood of online consumption (Korgaonkar and Wolin, 1999) in 
addition to consumers’ attitudes towards technology (Modhal, 2000). Dholakia and 
Uusitalo (2002) found that younger consumers reported more hedonic and utilitarian 
value of online shopping than older consumers, highlighting that age impacts upon 
online shopping motivations. However, Donthu and Garcia (1999) identified that 
older internet users were actually more likely to make a purchase online, despite the 
younger consumers having the more positive attitude towards online shopping. Hence, 
shopping motivations themselves are a stronger indicator of online consumption than 
the demographics of the consumer (Joines et al. 2003) with enthusiasm and 
adventurousness for online shopping and previous catalogue shopping being better 
predictors (Goldsmith and Flynn, 2005). 
 
 
3.6.1   Utilitarian vs. Hedonic 
Despite the existing established hedonic benefits of home shopping, online retailing 
was initially considered most appropriate for utilitarian needs, such as the purchase of 
commodities, for which competition is based on price and availability (Benjamin and 
Wigand, 1995; Alba, Lynch, Weitz, Janiszenski, Lutz, Sawyer and Wood, 1997; 
Gould and Golob, 1997; Strauss and Frost, 1999; Donthu and Garcia, 1999; 
Wolfinbarger and Gilly, 2001; Overby and Lee, 2006). Blake et al. (2005) researched 
the importance of website features to online shopping consumers and found that most 
were utilitarian, indicating that online consumers may be primarily motivated by 
functional online shopping motivations. Shang et al. (2005) also identify the key 
advantages to online retailing; which are primarily utilitarian: convenience; broad 
selection; competitive pricing; information access; lower search cost.  
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Online shopping allows an efficient information search prior to selection and purchase 
(To et al. 2007). However, initial concerns for some product types were placed upon: 
lack of personal service; inability to handle or inspect products; delivery; and 
exchange processes (Levin, Levin and Heath, 2003) and online shopping was deemed 
less likely to support the hedonic needs of consumers than the high street (Ng, 2003). 
More recently, Bridges and Florsheim (2008) identified that as online consumers 
become more experienced, their initially functionally driven online consumption 
habits transform into the desire to also seek hedonic online shopping value, however. 
This reinforces the finding that hedonic motivations are important to consumers for all 
shopping channels (Falk and Campbell, 1997) as symbolism and functionality play a 
duel role in achieving consumer fulfilment and satisfaction (Leung et al. 2003). Hence, 
in order to be competitive, online retailers had to shift their focus above and beyond 
the functional characteristics of their website (Rintamaki et al. 2006) and appeal to 
both the rational and emotional choice of their consumers (Leung, Chu and Lee, 2003). 
 
Previous in-store shopping research (Batra and Ahtola, 1991; Babin et al. 1994; Babin 
and Attaway, 2000) has indicated that utilitarian and hedonic value dimensions play 
nearly equal roles in shopping motivations. However, fashion online shopping 
motivations have blurred value boundaries, with multi-dimensions of utilitarianism 
and hedonism that have different degrees of abstraction (Wagner and Rudolph, 2010); 
due to the nature of fashion as a product and the increasing sophistication of online 
fashion retail websites. Hence, this research reviews the online shopping motivations 
of plus size, fashion online consumers as individual motivations in the subsequent 
sections of this chapter. 
 
 
3.7   Plus Size Fashion Online Shopping Motivations 
This final level of plus size fashion online shopping motivations identifies specific 
online shopping motivations in the context of the plus size fashion online consumer. 
Critically analysing the existing literature on conceptual plus size fashion online 
shopping motivations will allow identification of adapted variables that will be 
utilised as scale items in the data collection of this research. 
3.7.1   Convenience 
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Convenience is a determinant of the internet as a shopping channel (Childers et al. 
2001; Rohm and Swaminathan, 2004); online shopping satisfaction (Szymanski and 
Hise, 2000); and online shopping risk perception (Forsythe and Shi, 2003). It is the 
perceived balance of output, time and effort (Seiders, Berry and Gresham, 2000) and 
can be used in the selection between shopping channels or specific retailers (Bellenger 
and Korgaonkar, 1980; Hoffman and Novak, 1996; Alba et al. 1997; Grenberg, 2000; 
Evanschitzhy, Iyer, Hesse and Ahlert, 2004; Lee and Overby, 2004).  
 
As a distinctly utilitarian value (Rintamaki et al. 2006), convenience has previously 
been identified as one of the original key online shopping motivations (Jarvenpaa and 
Todd, 1997; Burke, 1998), as this shopping channel had made shopping location 
irrelevant (Swaminathan, Lepkowska-White and Rao, 1999). In particular: Jarvenpaa 
and Todd (1997) identified convenience as the best perceived benefit of online 
shopping; Ghosh (1998) stated that convenience, customisation and interaction are the 
key motivations for online shopping; and Donthu and Garcia (1999) and Seock and 
Chen-Yu (2007) identified that convenience seeking and orientation were traits of 
online shopping consumers and online consumption. 
 
At the turn of the century, academics also identified similar findings: Bhatnagar, 
Misra and Rao (2000) highlighted the significant impact of convenience on online 
shopping; Szymanski and Hise (2000) idenitified online shopping as a convenient 
shopping medium; Morganosky and Cude (2000) and Verhoef and Langerak (2001) 
indicated that convenience and time efficiency are the primary factors of online 
shopping; Wolfinbarger and Gilly, (2001) considered convenience and comfort to be 
key online shopping motivations; Alreck and Settle (2002) found that internet 
shopping was viewed as a means of saving more time than traditional shopping 
mediums; Foucault and Scheufele (2002) identified convenience as having a 
significant impact upon online consumption; Girard, Korgaonkar and Silverbatt (2003) 
identified convenience as a strong predictor of online consumption; and Rohm and 
Swaminathan (2004) also identify a key online shopping motivation as convenience.  
 
However, Ramaswami, Strader and Brett (2000-2001) also identified that those 
consumers who were pressed for time did not use the online shopping medium more 
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than those who were not pressured for time; Sin and Tse (2002) found convenience 
not to have a significant impact upon online consumption; and Forsythe and Shi (2003) 
identified significant potential inconvenience of online shopping. Despite this, 
convenience has been subsequently identified as a measure of online shopping 
motivations: ‘convenient to me’ and ‘convenient way to shop’ (Childers et al. 2001); 
as an effect and measure of online shopping: ‘it was convenient to shop with the 
internet vendor’ (Chen and Chang, 2003); as a key online shopping motivation (To et 
al. 2007); a measure of attitude towards online shopping: ‘is convenient’ (Chen, 
Gillenson and Sherrell, 2002); a measure of e-satisfaction and e-loyalty: ‘I want the 
convenience that online shopping offers’ (Anderson and Srinivasan, 2003); and a 
fashion home shopping motivation in particular (Yoh, Damhorst, Sapp and Laczniak, 
2003). 
 
The presence of convenience as a basic but significant online shopping motivation is 
reflected in the relatively unvarying similarities of the variables used to measure it. To 
et al. (2007) for example, utilised the Eastlick and Feinberg (1999) convenience 
variables: ‘whenever I want’; ‘without going out’; ‘fits in with my schedule’; and 
‘convenient to me’, when analysing online shopping motivations. This identifies three 
key areas of generic convenience online shopping motivations of online consumers, 
including plus size fashion online consumers, to be: time; hassle reduction; and 
schedule fitting. 
 
However, as like plus size fashion online consumers, convenience although a basic 
online shopping motivation, takes on different further dimensions. The following sub-
sections discuss the three generic variables: time; hassle reduction; and schedule 
fitting, and then further identify and examine, more specific plus size fashion online 
shopping concepts: hassle avoidance; and privacy, in order to identify plus size 
fashion online convenience variables. 
 
 
 
3.7.1.1   Time 
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It has traditionally been understood that a consumer has to optimise day-to-day 
activities, including shopping, dependent on time restraints (Becker, 1965; Chiang 
and Dholakia, 2003). The introduction of shopping channels that reduce time 
consumption through the elimination of location and travel began with mail order 
home shopping (Simpson and Lakner, 1993).  
 
The internet and its facilitation of online retailing provides consumers with a 24 hour, 
7 days a week non-stop service, irrespective of time, or space and weather (Burke, 
1998; Hofacker, 2001; Forsythe and Shi, 2003; Rohm and Swaminathan, 2004). It 
provides a service that has been argued to reduce time costs spent on shopping (Kim 
and Kang, 1995; Bhatnagar et al. 2000) and is a non-time restrictive, entertaining 
activity (Jones, 1999); especially due to well known brands which are deemed to 
further reduce time spent on quality judgement (Ward and Lee, 2000). Hence, time is 
a key online shopping motivation (Raijas and Tuunainen, 2001). However, Seock and 
Bailey (2008) identified that convenience and time conscious fashion consumers felt 
they saved more time purchasing fashion items in-store. 
 
‘Time’ itself has previously been used a shopping experience measure (Jones, 1999); a 
measure in the context of a home shopping delivery medium: ‘web vendors deliver 
orders/services in a more timely manner’ (Bhatnagar et al. 2000); measures in the 
context of online shopping motivations: ‘would allow me to save time when shopping’; 
‘would make my shopping less time consuming’; and ‘would allow me to shop 
whenever I choose’ (Childers et al. 2001); a measure of attitude towards online 
shopping: ‘saves me time’ (Chen et al. 2002); and a measure of online shopping 
characteristics: ‘I always shop where it saves me time’ (Sim and Koi, 2002).  
 
More recently, time has also been used as a measure of online shopping: ‘it saved me 
a lot of time in shopping’ and ‘it was nice to be able to place the order at the time 
convenient to me’ (Chen and Chang, 2003); as a measure of shopping medium 
selection: ‘shop quickly’ (Levin et al. 2003); as a measure of consumer perceptions: 
‘convenient shopping hours’ (Paulins and Geistfeld, 2003); as a measure to identify 
the typology of online consumers: ‘I save a lot of time by shopping on the internet’ 
(Rohm and Swaminathan, 2004); a measure to examine the importance of online 
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shopping: ‘can shop at any time of the day’ (Lester, Forman and Lloyd, 2006); a 
measure of online shopping motivations: ‘whenever I want’ (To et al. 2007); and as a 
measure of fashion shopping motivations: ‘a good store visit is when it is over very 
quickly’ (Kang and Park-Poaps, 2010). 
 
Plus size fashion online shopping consumers have the same day-to-day time 
restrictions as the generic online consumer. Hence, having identified time as a key 
convenience online shopping motivation and its utilisation within associated academic 
research, the following measure has been adapted as an appropriate scale item for this 
research: 
 
V1 I shop at SimplyBe.co.uk because I can shop any time of day/night 
 
Adapted from: Childers et al. (2001); Chen and Chang (2003); Paulins and Geistfeld (2003); Lester et 
al. (2006); To et al. (2007). 
 
3.7.1.2   Hassle Reduction 
Convenience and time efficiency are key factors of online shopping (Morganosky and 
Cude, 2000; Verhoef and Langerak, 2001) and link together as a hassle reduction 
dimension, as consumers do not have to leave their homes or travel to other 
destinations to make purchases (Szymanski and Hise, 2000). Hassle would make the 
shopping experience: frustrating, irritating, and/or distressing (Machliet, Meyer and 
Eroglu, 2005) and is eliminated by online retailing (Childers et al. 2001), which is 
deemed to make shopping more convenient and comfortable (Wolfinbarger and Gilly, 
2001; To et al. 2007). Fashion consumption has high personal involvement and a 
relatively high market of alternatives; hence any negative hassle within a fashion 
consumer’s environment leads to avoidance of that particular retailer (Eroglu, 
Machliet and Davis, 2001). Reducing this hassle through the ability to not have to 
leave the house (Chen and Chang, 2003) is hence, a fashion online shopping 
motivation.  
 
Hassle reduction has previously been used as a measure of shopping medium 
preference: ‘shop from home for convenience’; and ‘prefer convenient places’ (Girard 
et al. 2003); and a measure of the importance of online shopping: ‘convenience (no 
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need to go to store)’ (Lester et al. 2006). More recently and specifically, Rajamma, 
Audhesh and Ganesh, (2007) identified the following hassle reduction variables: 
‘stress free, easy shopping’; ‘time required for shopping’; ‘shopping close to home’; 
‘store variety at one location’; and ‘transportation to and from store’, all variables 
highly descriptive of online retailing; and To et al. (2007) utilised ‘without going out’ 
as a measure of online shopping motivations. 
 
Plus size fashion online shopping consumers have the same day-to-day convenience 
and time restrictions, and hence, hassle reduction motivations as the generic online 
consumer. Hence, having identified hassle reduction as a key convenience online 
shopping motivation and its utilisation within associated academic research, the 
following measure has been selected as an appropriate scale item for this research: 
 
V2 I shop at SimplyBe.co.uk because I can do so without going out. 
 
Adapted from: Girard et al. (2003); Lester et al. (2006); Rajamma et al. (2007); To et al. (2007). 
 
3.7.1.3   Schedule Fitting 
The convenience of online retailing as a browsing and shopping channel is amplified 
by fitting into the schedule of the consumer, who can subsequently choose when to 
shop (To et al. 2007). Online shopping enables shopping wherever the consumer has 
convenient access to the internet (Chen and Chang, 2003) hence, fashion online 
consumers can browse and purchase at home or work to fit into their schedules. 
 
Previously, schedule fitting has been utilised as a measure of the experiential value of 
home shopping: ‘shopping from xyz’s internet site fits in with my schedule’ 
(Mathwick et al. 2001); as a measure of online shopping: ‘I was able to place order at 
the place convenient to me’ (Chen and Chang, 2003); as a measure of fashion retail 
store attributes: ‘convenient shopping hours’ (Paulins and Geistfeld, 2003); as a 
measure of shopping motivations: ‘I love to go shopping when I can find time’ (Jamal 
Davies, Chaudry and Al-Marri, 2006); as a measure of the dimensions of shopping; ‘I 
was able to make my purchases conveniently’ (Rintamaki et al. 2006); and a measure 
of online shopping motivations: ‘fits in with my schedule’ (To et al. 2007). 
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Plus size fashion online shopping consumers have the same day-to-day convenience 
and time restrictions, and hence, schedule motivations as the generic online consumer. 
Hence, having identified schedule as a key convenience online shopping motivation 
and its utilisation within associated academic research, the following measure has 
been selected as an appropriate scale item for this research: 
 
V3 I shop at SimplyBe.co.uk because it fits in with my schedule. 
 
Adapted from: Mathwick et al. (2001); Chen and Chang (2003); Paulins and Geistfeld (2003); 
Rintamaki et al. (2006); To et al. (2007). 
 
3.7.1.4   Hassle Avoidance  
The convenience of avoiding hassle associated with alternative shopping mediums is 
in itself an online shopping motivation. Hassles such as pressures from salespeople 
(Forsythe and Shi, 2003) create negative and apathetic feelings towards environments 
and result in withdrawal from them (Tatzel, 1982; Babin and Darden, 1991). Online 
consumers in particular, are turned off by the hassles of alternative shopping mediums 
(Parsons, 2002). Otieno et al (2005) identified hassles that consumers want to avoid 
whilst shopping: resource: cost; hassle with children; time; crowds; hate shopping; 
felt fat; poor body shape; changing rooms; heat; poor fit; no choice; and sizes, hassles 
more prevalent to plus size consumers. 
 
Hassle avoidance has been previously academically utilised as a measure of home 
shopping motivations: ‘I dislike going shopping’ (Simpson and Lakner, 1993); a 
measure of why people (don’t) shop online: ‘shopping in stores is a hassle’ (Swinyard 
and Smith, 2003); and a measure of the importance of online shopping: ‘avoid 
salespeople’ (Lester et al. 2006).  
 
Fashion store attributes such as changing rooms for example, impact upon the 
consumer’s perception of a retailer (Paulins and Geistfield, 2003) and hence, its level 
of hassle to shop there. Privacy seeking consumers for example, may see the prospect 
of having to communicate with sales assistants or other consumers as a hassle 
associated with retail stores and changing rooms (Harris, Davies and Baron, 1997), 
along with the associated hassle of lowered self esteem in the body-focused changing 
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room environment (Tiggeman, 2000). Since the changing room provides the setting of 
the emotional relationship between a consumer, their body and the product (Colls, 
2004), these hassle perceptions are particularly significant to plus size fashion 
consumers, to which the shopping environment has been identified as a significant 
measure of shopping dissatisfaction (Otieno et al. 2005). 
 
Changing rooms have been previously academically utilised as a measure of 
consumer perceptions of fashion retail store attributes: ‘pleasant dressing rooms’ 
(Paulins and Geistfeld, 2003); and a component of fashion retailer image: ‘changing 
rooms are clean’; ‘many changing rooms’; and ‘changing rooms are easy to find’ 
(Newman and Patel, 2004). 
 
Plus size fashion online shopping consumers have the same day-to-day hassle 
reduction desires, and hence, avoiding clothes store motivations as the generic online 
consumer. However, the more specific motivation of avoiding changing rooms is also 
significant to the plus size fashion online consumer. Hence, having identified 
avoiding offline shopping as a key convenience online shopping motivation and its 
utilisation within associated academic research, and avoiding changing rooms as a 
specific key convenience plus size fashion online shopping motivation, the following 
measures have been selected as appropriate scale items for this research: 
 
V4 I shop at SimplyBe.co.uk to avoid shopping at a clothes store. 
 
Adapted from: Swinyard and Smith (2003); Lester et al. (2006). 
 
V5 I shop at SimplyBe.co.uk to avoid changing rooms. 
 
Adapted from: Paulins and Geistfeld (2003); Newman and Patel (2004). 
 
3.7.1.5   Privacy 
The convenience of privacy when shopping is in itself an online shopping motivation. 
Consumer fashion involvement is embedded in their emotional and psychological 
motivations (Kang and Park-Poaps, 2010) and hence, fashion is a discretionary 
product and shopping experience to the consumer. The more discretionary the product, 
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such like plus size fashion in particular, the more likely it is to be bought in comfort 
of the consumer’s own home through home shopping mediums (McCorkle et al. 
1987). Shopping in comfort has been identified as a motivation for plus size fashion 
consumers to shop from home (Oteino et al. 2005). 
 
‘Privacy’ has been identified as a measure of online shopping characteristics: ‘I like to 
stay at home’ (Sim and Koi, 2002); as a measure of the importance of online shopping 
(Lester et al. 2006); and as a measure of online shopping motivations: ‘buy things 
online without embarrassment’ (To et al. 2007).  
 
The specific motivation of privacy is a key convenience online shopping motivation 
of the plus size fashion online consumers. Hence, having identified its utilisation 
within associated academic research, the following measure has been selected as an 
appropriate scale item for this research: 
 
V6 I shop at SimplyBe.co.uk to try things on in the privacy of my own home. 
 
Adapted from: Sim and Koi (2002); Lester et al. (2006); To et al. (2007). 
 
 
3.7.2   Cost Saving 
Although not costless, online shopping provides higher availability of information and 
products at lower costs than alternative shopping mediums (Brynjolfsson and Smith, 
2000). Hence, price sensitivities have been identified as a key online shopping 
motivation (Brown et al. 2003), as financial risk perception is a determination of 
consumer patronage (Forsythe and Shi, 2003) and economic motivations are a major 
functional influence on online consumption (Joines et al. 2003). 
 
Cost saving as an online shopping motivation has been identified as primarily 
utilitarian (Bhatnagar and Ghose, 2004) but is also linked to more hedonic 
associations (Rajamma et al. 2007). Price has been used as a measure of the 
entertainment of shopping: ‘retail prices’ (Jones, 1999), with high prices identified to 
make shopping less entertaining. Price of product is also a perceived risk of shopping 
medium selection (Schoenbachler and Gorden, 2002). 
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The presence of cost saving as a basic but significant online shopping motivation is 
reflected in the relatively unvarying similarities of the variables used to measure it. To 
et al. (2007) for example, utilised the Chandon, Wansink and Laurent (2000) cost 
saving variables: ‘save my money’; ‘spend less when I go online shopping’; and 
‘offers me a competitive price’, when analysing online shopping motivations. This 
identifies three key areas of generic convenience online shopping motivations of 
online consumers, including plus size fashion online consumers, to be: save money; 
spend less; and competitive prices.  
 
Plus size consumers perceive that they have to pay more for clothing (Otieno et al. 
2005). Cost saving, as a basic online shopping motivation with tangible effect, 
however, takes on no different significant further dimensions of measurement for plus 
size fashion online consumers. The following sub-sections critically analyse these 
generic cost saving online shopping motivations in the context of plus size fashion 
online consumers, whilst identifying associated previous academically utilised 
measures of cost saving. 
 
3.7.2.1   Save Money 
Saving money is a primarily utilitarian dimension of online shopping motivations 
(Rintamaki et al. 2006) as it reduces both its browsing and purchasing costs (Keeney, 
1999). Online shopping saves both time and money (Forsythe and Shi, 2003) it also 
results in the hedonic benefit of reducing the pain of these costs (Chandon et al. 2000). 
Although hedonic benefits to online shopping are typically more important to fashion 
consumers than saving money (Siddiqui et al. 2003), expense is still a key construct of 
fashion home shopping (Yoh et al. 2003). 
 
Saving money has previously been academically utilised as a measure of sales 
promotion effectiveness: ‘save my money’ (Chandon et al. 2000); as a measure of 
online shopping: ‘I was able to save money with my order’ (Chen and Chang, 2003); a 
measure of examining role beliefs, coupon use and bargain hunting: ‘saving money’ 
(Hill and Harmon, 2007); a measure of the social, utilitarian and hedonic dimension 
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of shopping: ‘I saved money when I shopped there’ (Rintamaki et al. 2006); and a 
measure of online shopping motivations: ‘save my money’ (To et al. 2007). 
 
Plus size fashion online shopping consumers have the same day-to-day monetary 
restrictions as the generic online consumer. Hence, having identified saving money as 
a key cost saving online shopping motivation and its utilisation within associated 
academic research, the following measure has been selected as an appropriate scale 
item for this research: 
 
V7 I shop at SimplyBe.co.uk to save money. 
 
Adapted from: Chandon et al. (2000); Chen and Chang (2003); Hill and Harmon (2007); Rintamaki et 
al. (2006); To et al. (2007). 
 
3.7.2.2   Spend Less 
Since price is a key instigator of consumer shopping satisfaction (Otieno et al. 2005), 
its levels and spending less play an integral dimension in consumer retail patronage 
(Dodds et al. 1991) and online shopping motivations. In order to keep up with the six-
week seasons of the fashion industry, fashion retailers are taking advantage of low 
cost sourcing by introducing cheap fast fashion ranges that they are able to source at 
lowered qualities and price to sell quickly (Bruce and Daly, 2006). As a result, 
fashion consumers have an expectation to spend less on fashion and in particular 
spend less when buying fashion online (Yoh et al. 2003). 
 
Spending less has been utilised as a measure of sales promotion effectiveness: ‘I 
spend less when I go online shopping’ (Chandon et al. 2000); a measure of shopping 
medium preferences: ‘best price’ (Levin et al. 2003); a measure of why people (don’t) 
shop online: ‘I search for the lowest price in everything’ (Swinyard and Smith, 2003); 
a measure of online consumer characteristics: ‘I always search for the lowest prices in 
just about everything I buy’ (Allred, Smith and Swinyard, 2006); and as a measure of 
online shopping motivations: ‘I spend less when I go online shopping’ (To et al. 2007).  
 
Plus size fashion online shopping consumers have the same day-to-day monetary 
restrictions as the generic online consumer. Hence, having identified spending less as 
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a key cost saving online shopping motivation and its utilisation within associated 
academic research, the following measure has been selected as an appropriate scale 
item for this research: 
 
V8 I spend less when I shop at SimplyBe.co.uk. 
 
Adapted from: Chandon et al. (2000); To et al. (2007). 
 
3.7.2.3   Competitive Prices 
Prices and financial considerations have always been a shopping motivation (Tatzel, 
1982) and competitive prices between retailers enhance the utilitarian value of a 
products’ price (Rintamaki et al. 2006). The online shopping channel allows retailers 
to save on output costs (Miller, 2000) and reduce their product prices so as to be 
competitive when compared quickly and easily online (Forsythe and Shi, 2003). 
Fashion retailers must respond to capture and respond to trends, in order maintain 
competitiveness in the sensitive fashion market (Christopher, Lowson and Peck, 
2004), which leads to the necessity for competitive prices within the fashion retail 
industry. Since price conscious fashion consumers can search quickly online for 
comparative prices, retailers have to compete with both fashion product and postage 
and packaging prices (Seock and Bailey, 2008). 
 
Competitive prices have previously been academically utilised as a measure of: 
consumer perceptions of the costs of shopping: ‘being able to find nice competitive 
prices’ (Kim and Kang, 1995); a measure of online consumption characteristics: ‘web 
vendors offer better prices’ (Bhatnagar et al. 2000); a measure of consumer value 
perception: ‘is reasonably priced’ (Sweeney and Soutar, 2001); and measures of 
online shopping characteristics: ‘I find myself checking prices’ and ‘I always compare 
prices’ (Sim and Koi, 2002). 
 
More recently, competitive prices have been academically utilised as a measure of 
online shopping preference: ‘comparison shop’ (Girard et al. 2003); a measure of 
multi-channel utilitarian value: ‘I often compare product prices across retailers to get 
the lowest price’, ‘I usually find myself price comparison shopping’ and ‘I often find 
myself looking for the exact same product at different outlets to find the lowest price’ 
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(Noble, Griffith and Weinberger, 2005); a measure of fashion retail store attributes: 
‘reasonable prices’ (Paulins and Geistfeld, 2003); a measure of shopping motivations 
of online consumers: ‘I always compare prices’ (Rohm and Swaminathan, 2004); a 
measure of the benefits and risks of shopping: ‘merchandise is overpriced’ (Machliet 
et al. 2005); and a measure of the hedonic value of shopping: ‘like to comparison 
shop’ (Cox, Cox and Anderson, 2005). 
 
Towards the end of the decade, competitive prices have been academically utilised as 
a measure of consumer profiles and shopping motivations: ‘I always compare prices’ 
(Jamal et al. 2006); a measure of the importance of online shopping: ‘competitive 
prices’ and ‘ability to compare prices’ (Lester et al. 2006); a measure of shopping 
motivations: ‘to comparison shop to find the best product(s) for my money’ (McCabe 
Rosenbaum and Yurchisin, 2007); and a measure of the enjoyment of shopping 
mediums: ‘being able to find competitive prices’ (Kim and Kim, 2008).  
 
Plus size fashion online shopping consumers have the same day-to-day monetary 
restrictions as the generic online consumer. Hence, having identified competitive 
prices as a key cost saving online shopping motivation and its utilisation within 
associated academic research, the following measure has been selected as an 
appropriate scale item for this research: 
 
V9 SimplyBe.co.uk offers me a competitive price. 
 
Adapted from: Noble et al. (2005); Paulins and Geistfeld (2003); Rohm and Swaminathan (2004); Cox 
et al. (2005); Jamal et al. (2006); Lester et al. (2006); McCabe et al. (2007); Kim and Kim (2008). 
 
 
3.7.3   Selection 
Product selection is a key dimension of retail satisfaction (Westbrook, 1987) and a 
primary shopping motivation incorporating product availability, quality and variety 
(Werthner and Ricci, 2004).  Online retailing allows retailers the potential to provide a 
wider product range at a relatively lower cost (Bakos, 1997) and satisfy a want for a 
diverse selection, as an online shopping motivation (Alba et al. 1997). It provides a 
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utilitarian variety choice appeal to the consumer (Ward and Lee, 2000; Girard et al. 
2003) along with hedonic shopping experience value (Jones, 1999). 
 
Before the turn of the century, the UK fashion retail market was product driven and 
deemed to have a poorly differentiated provision of products (Birtwistle et al. 1999). 
However, with the introduction of mass customisation within the now consumer-
driven fashion market, differentiated and unique products and services are becoming 
available to the consumer (Fiore, Jin and Kim, 2005). 
 
Online retailers are perceived to have superior product provision especially for niche 
products that are not widely distributed (Szymanski and Hise, 2000), since they can 
stock products for smaller markets with relatively less cost (Wolfinbarger and Gilly, 
2001). However, niche product provision does not necessarily result in the variety 
provision that motivates online consumers (Rohm and Swaminathan, 2004). A key 
niche fashion dimension for plus size consumers is sizing, due to its lack of provision 
in the UK fashion market. Despite ‘searching for my size’ being identified as a reason 
why women enjoy shopping (Otieno et al. 2005), sizing causes significant shopping 
dissatisfaction for plus size women (Choudhary and Beale, 1998). 
 
‘Selection’ itself has previously been academically utilised as a measure of the 
shopping experience (Jones, 1999); as a measure of online shopping satisfaction: 
‘number of offerings’ and ‘variety of offerings’ (Szymanski and Hise, 2000); as a 
measure of fashion retailer image: ‘there is a good selection of clothes’ (Newman and 
Patel, 2004); a measure of online shopping preference: ‘like great deal of variety’ 
(Girard et al. 2003); a measure of shopping channel preference: ‘large selection’ 
(Levin et al. 2003); a measure of the benefit balance of shopping: ‘nice selection of 
goods’ (Machliet et al. 2005); a measure of online shopping importance: ‘broad 
assortment of merchandise’ (Levin et al. 2006); a measure of shopping motivations: 
‘to find a variety of new products’ (McCabe et al. 2007); a measure of online 
shopping motivations: ‘general availability’ and ‘variety’ (Rajamma et al. 2007); and 
further measures of online shopping motivations: ‘access to many merchandises’, 
‘access to many brands’ and ‘access to a wide selection’ (To et al. 2007). 
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The UK fashion market is particularly lacking in size availability, pricing, colours, 
style, selection and fit for plus size fashion (Kind and Hathcote, 2000). Size variety 
has been identified as a significant measure of shopping dissatisfaction of plus size 
women and provision is deemed poor even in speciality stores (Otieno et al. 2005). 
Inability to find merchandise is a motivation not to shop (Tatzel, 1982) hence, 
selection, as a product characteristic, is a motivation to shop online (Perea et al. 2004). 
 
Ability to find products has previously been academically utilised as a measure of 
shopping channel selection motivations: ‘product availability’ (Schoenbachler and 
Gordon, 2002); as a measure of why people (don’t) shop online: ‘internet shopping 
offers better selection’ (Swinyard and Smith, 2003); a measure of multi-channel 
utilitarian value: ‘I like to have access to a wide selection of products when I shop’ 
(Noble et al. 2005); a measure of online shopping motivations: ‘when shopping on the 
internet, I can find products that are not easy to be found in the physical store’ 
(Shang et al. 2005); a measure of online shopping preference: ‘I think internet 
shopping offers better selection than local stores’ (Allred et al. 2006); and a measure 
of the importance of online shopping: ‘locating hard to find merchandise’ (Lester et 
al. 2006). 
 
Plus size fashion online shopping consumers have the same day-to-day selection 
restrictions as the generic online consumer. However, size is the primary niche 
dimension of their selection needs. Hence, having identified selection as a key online 
shopping motivation and its utilisation within associated academic research, the 
following measures have been selected as appropriate scale items for this research: 
 
V10 I shop at SimplyBe.co.uk to access a wide selection of clothes in my size. 
 
Adapted from: Szymanski and Hise (2000); Newman and Patel (2004); Levin et al. (2003; 2006); 
McCabe et al. (2007); Rajamma et al. (2007); To et al. (2007). 
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V11 I shop at SimplyBe.co.uk to access a selection of fashionable clothing that I 
cannot find elsewhere. 
 
Adapted from: Schoenbachler and Gordon (2002); Swinyard and Smith (2003); Shang et al. (2005); 
Allred et al. (2006); Lester et al. (2006). 
 
The following sub-sections critically analyse selection online shopping motivations in 
the context of plus size fashion online consumers, whilst identifying associated 
previous academically utilised measures of selection. 
  
3.7.3.1   Variety 
Variety has always been a key fashion innovation influence, as consumers seek new 
stimulations (Workman and Johnson, 1993). Hence, although a dimension of selection 
and a predominantly utilitarian value, variety adds enjoyment to fashion consumption 
(Otieno et al. 2005). Fashion trends create a variety of product ranges inspired by the 
lifestyles of fashion retailers’ target consumers as part of the agile fashion industry 
supply chain that reflect the dynamics of fashion seasons (Christopher, 2000) and 
social occasions. 
Previously, variety has been academically utilised as a measure of the effects of 
fashion on older female consumers: ‘I look over the clothing in my wardrobe each 
season so that I know what I have’ and ‘I have something to wear for every occasion 
that occurs’ (Joung and Miller, 2006); and a measure of luxury consumption factors: 
‘planning and selecting my wardrobe can be included among my favourite activities’ 
(Husic and Cicic, 2009). 
 
Plus size fashion online shopping consumers have the same day-to-day variety 
motivations as online fashion consumers. Hence, having identified variety for 
different seasons and occasions as a key variety online shopping motivation and its 
utilisation within associated academic research, the following measures have been 
selected as appropriate scale items for this research: 
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V12 I shop at SimplyBe.co.uk to access a selection of clothes for different seasons. 
 
Adapted from: Joung and Miller (2006); Husic and Cicic (2009). 
 
V13 I shop at SimplyBe.co.uk to access a selection of clothes for different social occasions. 
 
Adapted from: Joung and Miller (2006); Husic and Cicic (2009). 
 
3.7.3.2   Product Quality 
The product itself is a key dimension of selection as shopping motivation. Quality is a 
direct reflection of a product’s outcome or performance (Tellis and Gaeth, 1990) and 
has a significant impact on the consumer’s perception of a retailer (Dodds et al. 1991; 
Baker, Grewel and Parauraman, 1994; Sirgy, Grewel and Mangleberg, 2000) and their 
consumption. For apparel in particular, consumer satisfaction is affected largely by 
quality (Fowler and Clodfelter, 2001) and high quality products are hence, a key 
characteristic of a successful fashion retailer (Wigley, Moore and Birtwistle, 2005). 
 
The fashion shopping motivation for quality products is influenced by the consumer 
characteristic of perfectionism or high-quality consciousness (Cowart and Goldsmith, 
2007). Fashion product quality can be difficult to assess and consumers rely on the 
brand quality connotations to deceiver quality levels (Hilton, Choi and Chen, 2004). 
However, quality assessment for plus size consumers is the immediate and automatic 
evaluation of the fit of the product (Otieno et al. 2005). 
Quality has previously been academically utilised as measure of fashion involvement: 
‘high quality’ (Auty and Elliot, 1998); a measure of why people (don’t) shop online: 
‘internet has much better quality than stores’ (Swinyard and Smith, 2003); a further 
measure of fashion involvement: ‘fabric quality’ and ‘quality is more important to me 
than price’ (Chae, Black and Heitmeyer, 2006); and a measure of online consumers 
and their shopping motivations: ‘when it comes to purchasing products, I try to get 
the very best or perfect choice’, ‘In general I usually try to buy the best overall 
quality’, ‘I make special effort to choose the very best high quality products’ and ‘My 
standards and expectations for the products I buy are high’ (Jamal et al. 2006). 
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More recently, quality has been academically utilised as a measure of fashion 
consumer decision-making: ‘getting very good quality is very important to me’ and 
‘when it comes to purchasing products, I try to get the very best’ (Cowart and 
Goldsmith, 2007); a measure of fashion purchasing motivations: ‘they are made from 
more quality textiles’ (Kamenidou, Mylonakis and Nikolouli, 2007); and a measure of 
luxury consumption factors: ‘I usually buy high quality clothing’ and ‘I like to be seen 
wearing high quality clothing’ (Husic and Cicic, 2009). 
 
Plus size fashion online shopping consumers have the same product quality 
expectations as the generic fashion consumer. Hence, having identified quality as a 
key selection online shopping motivation and its utilisation within associated 
academic research, the following measure has been selected as an appropriate scale 
item for this research: 
 
V14 I shop at SimplyBe.co.uk because of the quality of fabrics. 
 
Adapted from: Swinyard and Smith (2003); Chae et al. (2006); Jamal et al. (2006); Cowart and 
Goldsmith (2007); Kamenidou et al. (2007); Husic and Cicic (2009). 
 
3.7.3.3   Product Fit  
A primary quality issue of fashion products has been identified as ‘fit’ which has been 
deemed to have significant impact on consumer satisfaction (Labat and Delong, 1990; 
Otieno et al. 2005), in particular for home shopping consumers (Shim and Bickle, 
1993) and even more specifically plus size women (Choudhary and Beale, 1998; Kind 
and Hathcote, 2000; Otieno et al. 2005). Fit of a fashion product is a measure of its 
fabric, style, construction, comfort, and suitability for the consumers’ figure, purpose 
or occasion (Tselepis and De Klerk, 2004). It is determined by its ability to conceal, 
compliment and be proportionate to the figure of the consumer (Tate, 2004) whilst 
allowing freedom to move and look good (Tselepis and De Klerk, 2004). 
 
Despite revolutionary designers having created fashion apparel for the ‘real’ woman 
since the 1970s (Siggelkow, 2001) the style and cut of the fashion industry is still 
primarily based around its slim-line models. A fashion product that has good fit is 
deemed to look good and be comfortable but is more than just about the size and fit of 
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the garment (Howarton and Lee, 2010) and hence, the psychological association with 
body and fit cause more dissatisfaction in shopping for women who do not reflect 
society’s ‘norm’. 
 
Fit has previously been academically utilised as a measure of fashion involvement: 
‘well cut’ and ‘well fit’ (Auty and Elliot, 1998); a measure of fashion shopping 
motivations: ‘the fit of the clothing’ (Dias, 2003); as a further measure fashion 
involvement: ‘fit’ (Chae et al. 2006); as a measure of fashion purchasing motivations: 
‘they have better fit’ (Kamendiou et al. 2007); and as a measure of the functions of 
clothing: ‘flattering’ (Tiggeman and Lacey, 2009). 
 
Plus size fashion online shopping consumers have the same product fit expectations as 
online fashion consumers. Hence, having identified product fit as a key selection 
online shopping motivation and its utilisation within associated academic research, 
the following measures have been selected as appropriate scale items for this research: 
 
V15 I shop at SimplyBe.co.uk because of general fit. 
 
Adapted from: Dias (2003); Chae et al. (2006); Kamendiou et al. (2007). 
 
V16 I shop at SimplyBe.co.uk because the ‘Simply Be fit’ flatters my shape. 
 
Adapted from: Dias (2003); Chae et al. (2006); Kamendiou et al. (2007); (Tiggeman and Lacey, 2009). 
 
3.7.3.4   Product Fashionability 
Fashionable products are a key feature of the fashion industry (Wigley et al. 2005). 
The fashionability of the product is hence, a key dimension of the selection online 
shopping motivations of plus size fashion online consumers. 
 
The perceived fashionability of a product impacts upon fashion shopping motivations 
(Watchravesringkan et al. 2010) and is influenced by the consumer characteristic of 
fashion consciousness and the need to have the latest styles and an up-to-date 
wardrobe (Cowart and Goldsmith, 2007). Fashion conscious consumers shop online to 
increase their knowledge of up-to-date fashion information and purchase fashion 
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products that match this knowledge (Seock and Bailey, 2008). Plus size fashion 
consumers have to compromise on these fundamental fashion benefits, such like style, 
colour and design, as the plus size UK fashion retail market does not sufficiently 
provide them (Otieno et al. 2005).  
 
Fashionability of a product has previously been academically utilised as measure of 
fashion involvement: ‘trendy’ (Auty and Elliot, 1998); a measure of speciality-size 
shopping satisfaction: ‘variety of colours’ (Kind and Hathcote, 2000); a measure of 
fashion shopping motivations: ‘trendyness of clothes’ (Dias, 2003); as a measure of 
online shopping characterisation: ‘like new styles’ (Girard et al. 2003); as a measure 
of fashion retailer image: ‘fashionable’ and ‘stylish’ (Newman and Patel, 2004); and 
as a further measure of fashion involvement: ‘style’, ‘colour’, ‘fashionability’ and ‘I 
usually have one or more tennis outfits in the very latest style’ (Chae et al. 2006). 
 
More recently, fashionability of a product has been academically utilised as a measure 
of consumer decision-making: ‘I usually have one or more outfits of the very latest 
style’ and ‘I keep my wardrobe up-to-date with the changing apparels’ (Cowart and 
Goldsmith, 2007); a measure of the effects of fashion: ‘I carefully co-ordinate the 
accessories that I wear with each outfit’ and ‘I pay a lot of attention to pleasing 
colour combinations’ (Joung and Miller, 2006); a measure of fashion purchasing 
motivations: ‘they are always “in fashion”’ (Kamendiou et al. 2007); and as a 
measure of the functions of clothing: ‘fashionable’ and ‘stylish’ (Tiggeman and Lacey, 
2009). 
 
Plus size fashion online shopping consumers have the same product fashionability 
expectations as online fashion consumers. Hence, having identified product 
fashionability as a key selection online shopping motivation and its utilisation within 
associated academic research, the following measures have been selected as 
appropriate scale items for this research: 
 
V17 I shop at SimplyBe.co.uk to increase the number of fashionable garments in my wardrobe. 
 
Adapted from: Dias (2003); Girard et al. (2003); Newman and Patel (2004); Chae et al. (2006); Cowart 
and Goldsmith (2007); Kamendiou et al. (2007); Tiggeman and Lacey (2009). 
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V18 I shop at SimplyBe.co.uk because I can buy fashionable accessories to complement my outfits. 
 
Adapted from: Joung and Miller (2006). 
 
V19 I shop at SimplyBe.co.uk because I like to buy garments in a range of fashionable colours. 
 
Adapted from: Kind and Hathcote (2000); Chae et al. (2006); Joung and Miller (2006). 
 
3.7.4   Ideas 
The academic literature surrounding shopping and ideas refers to shopping with the 
motivation to learn about new trends and fashion, styling or innovations (Arnold and 
Reynolds, 2003; Parsons 2002; Tauber 1972). Seeing new items and getting ideas 
were identified by Rich and Portis (1963) as reasons why consumers enjoy shopping, 
highlighting ideas as a key shopping motivation. Consumers search for ideas, with or 
without specific and defined motivation (To et al. 2007) however, and may be about 
the retailer or brand rather than the product itself (Lee et al. 2001; Shang et al. 2005).  
 
Information seeking is a particularly key online shopping motivation (Rohm and 
Swaminathan, 2004), as it is significantly more efficient and effective to search for 
information online than through other shopping channels (Alba et al. 1997; Lynch and 
Ariely, 2000) with online information being more extensive and of higher quality 
(Symanski and Hise, 2000). Although, due to the structured nature of the internet, 
online information seeking was initially constrained to at the time, limited information 
(Rowley, 2009) improvement has led to browsing online becoming more prevalent 
than actual purchasing (Forsythe and Shi, 2003). 
 
Information seeking has previously been academically utilised as a measure of online 
shopping motivations: ‘web vendors offer more useful information about choices’ 
(Bhatnagar et al. 2000); as a measure of online shopping satisfaction: ‘quantity of 
information’ and ‘quality of information’ (Szymanski and Hise, 2000); as a measure 
of shopping motivations of online consumers: ‘I like to have a great deal of 
information before I buy’ (Rohm and Swaminathan, 2004); as a measure of shopping 
pleasures: ‘often shop to get ideas’ (Cox et al. 2005); as a measure of the importance 
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of online shopping: ‘availability of product information’ (Lester et al. 2006); as a 
measure of shopping motivations: ‘I was looking for insights and new ideas to buy’ 
(Rintamaki et al. 2006); and as a measure of fashion shopping motivations: ‘I go 
shopping to see what new products are available’ (Kang and Park-Poaps, 2010). 
 
The following sub-sections critically analyse ideas online shopping motivations in the 
context of plus size fashion online consumers, whilst identifying associated previous 
academically utilised measures of ideas. 
 
6.7.4.1   Fashion 
Fashion consumers take an interest in fashion and keep up-to-date with fashion trends 
to gain knowledge about and select those trends that are congruent with their self-
image (Forney et al. 2005). Each consumer’s level of interest, knowledge and 
familiarity with fashion are different (O’Cass, 2004); however, interest in fashion is 
frequently cohesive amongst social groups (Chae et al. 2006), as fashion opinion 
seekers tend to seek advice from others around them about trends (Goldsmith and 
Flynn, 2005). Interest in fashion is unreflective of age and is more an indicator of 
interest in entertainment and culture (Joung and Miller, 2006). 
 
The presence of seeking fashion related ideas as a significant online shopping 
motivation is reflected in the relatively unvarying similarities of the variables used to 
measure it. To et al. (2007) for example, utilised the Arnold and Reynolds (1999) 
convenience variables: ‘keep up with the trends’; ‘keep up with the new fashions’; and 
‘see what new products are available’, when analysing online shopping browsing and 
purchasing motivations. 
 
Fashion interest and information seeking has previously been academically utilised as 
a measure of consumer involvement: ‘I have a strong interest in new fashions’, ‘new 
fashions are very important to me’ and ‘for me, new fashions do not matter’ (Mittal 
and Lee, 1989); as a measure of fashion involvement: ‘reading fashion magazines to 
keep my wardrobe up-to-date with the fashion trend is important’ (Yoo et al. 1999); a 
measure of online shopping motivations: ‘learning about new trends’ (Parsons, 2002); 
as a measure of fashion clothing involvement: ‘I am interested in fashion clothing’ 
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(O’Cass, 2004); as a measure of fashion involvement: ‘I have a strong interest in new 
fashions’ (Goldsmith and Flynn, 2005); as a measure of shopping motivations: ‘I go 
shopping to keep up with the new fashions’ (Kim, 2006); as a measure of shopping 
motivations: ‘to purchase products that allow me to be one of the first people to have 
the latest in new fashions or new products’ (McCabe et al. 2007); as a measure of 
shopping motivations: ‘I go shopping to keep up with new trends’ (Nguyen et al. 
2007); and as a measure of fashion shopping motivations: ‘I go shopping to keep up 
with the trends’ and ‘I go shopping to keep up with the new fashions’ (Kang and Park-
Poaps, 2010). 
 
Plus size fashion online shopping consumers have the same fashion interest and need 
to seek fashion information as online fashion consumers. Hence, having identified 
fashion as a key ideas online shopping motivation and its utilisation within associated 
academic research, the following measures have been selected as appropriate scale 
items for this research: 
 
V20 I shop at SimplyBe.co.uk because I have a strong interest in new fashions. 
 
Adapted from: O’Cass (2004); Goldsmith and Flynn (2005); Kim (2006); McCabe et al. (2007); To et 
al. (2007). 
 
V21 Shopping at SimplyBe.co.uk helps me keep up-to-date with new trends. 
  
Adapted from: Parsons (2002); Nguyen et al. (2007); To et al. (2007). 
 
6.7.4.2   Retailer 
Fashion retailers provide their consumers with ideas via the increasingly pre-eminent 
role of interactivity through their online retailing mediums (Rowley, 2009), which 
also provides its consumers with emotional pleasure and arousal (Fiore et al. 2005). 
Since consumers have become more responsive to advanced online shopping 
technologies (Lee, Kim and Fiore, 2010), online retailers have been providing 
consumers with recommendations (Poddar, Donthu and Wei, 2009) that provide 
information on the latest trends and products simulated with multiple views of the 
products (Seock and Bailey, 2008), such like zoom features and catwalk views. 
Plus Size Fashion Online Shopping Motivations Chapter 3 
 
Analysis and Conceptualisation of Plus Size Fashion Online Shopping Motivations 79
Retailer driven ideas have previously been academically utilised as a measure of why 
people (don’t) shop online: ‘I go to the internet for reviews or recommendations’ 
(Swinyard and Smith, 2003); as a measure of online consumer characteristics: ‘I often 
go to the internet for product reviews or recommendations’ (Allred et al. 2006); as a 
measure of fashion shopping motivations: ‘they are suggested by the image makers’ 
(Kamenidou et al. 2007); as a measure of online shopping motivations: ‘purchase 
recommendations match my needs’ (To et al. 2007); and as a measure of fashion 
shopping motivations: ‘if I heard that a new outfit was available through a local 
clothing or department store, I would be interested enough to buy it’ (Kang and Park-
Poaps, 2010). 
 
Plus size fashion online consumers have the same behavioural response and interest in 
retailer-driven ideas as online fashion consumers. Hence, having identified retailer-
driven ideas as a key ideas online shopping motivation and its utilisation within 
associated academic research, the following measures have been selected as 
appropriate scale items for this research: 
 
V22 I shop at SimplyBe.co.uk because of the outfit suggestions. 
 
Adapted from: Swinyard and Smith (2003); Allred et al. (2006); Kamenidou et al. (2007); To et al. 
(2007). 
 
V23 I shop at SimplyBe.co.uk because of the catwalk views. 
 
Adapted from: Swinyard and Smith (2003); Allred et al. (2006); Kamenidou et al. (2007); To et al. 
(2007). 
 
6.7.4.3   Celebrity 
Although having faced a degree of scepticism, celebrities have proved an effective 
source of fashion information and ideas (Bailey, 2007). Fashion consumers look for 
ideas from and look to conform to role models (Tselepis and De Klerk, 2004) despite 
any created or resulting negative connotations from either the celebrity or brand 
(Erdogan, Baker and Tagg, 2001). This has resulted in celebrity endorsement 
becoming a key form of retail advertising (Choi and Rifon, 2007) with celebrity 
endorsers being utilised in 25% of TV adverts (White, Goddard and Wilbur, 2009). 
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Celebrity fashion influence has previously been academically utilised as a measure of 
fashion involvement: ‘my clothing selections are strongly influenced by clothing worn 
by people I admire’ (Yoo et al. 1999); as a measure of shopping motivations: ‘looking 
similar to a favourite music/movie star’ (Dias, 2003); as a further measure of fashion 
involvement: ‘my clothing selections are influenced by people I admire’ (Chae et al. 
2006); as a measure of fashion shopping motivations: ‘to imitate celebrities’ 
(Kamenidou et al. 2007); and measures of luxury consumption factors: ‘I like to shop 
in the same clothing stores as people I admire’ and ‘I like to shop for clothing at 
stores where wealthy people shop’ (Husic and Cicic, 2009). 
 
Plus size fashion online shopping consumers have the same behavioural response and 
interest to celebrity influenced ideas as online fashion consumers. Hence, having 
identified celebrity as a key ideas online shopping motivation and its utilisation within 
associated academic research, the following measure has been selected as an 
appropriate scale item for this research: 
 
V24 I shop at SimplyBe.co.uk because of the celebrity style suggestions. 
 
Adapted from: Dias (2003); Chae et al. (2006); Kamenidou et al. (2007); Husic and Cicic (2009). 
 
6.7.4.4   Social 
Fashion consumers also look to find ideas and conform to their social surroundings 
(Tselepis and De Klerk, 2004), which provide information in multiple and diverse 
contexts (Bertrandias and Goldsmith, 2006); friends and family playing the most 
distinct roles, mother-daughter as a two-way role model exchange (Gavish et al. 2010), 
for example. 
 
Social idea sharing has previously been academically utilised as measures of shopping 
motivations: ‘my friends are shopping with me’ (Dias, 2003); ‘I am eager to tell my 
friends/acquaintances about this shopping trip’ (Rintamaki et al. 2006); ‘I go 
shopping with my friends or family to socialise’ and ‘I enjoy socialising with others 
when I shop’ (Nguyen et al. 2006); as measures of online shopping motivations: 
‘recommendations by friends/family’ (Beldona, Morrison and O’Leary, 2005); and as 
a measure of shopping motivations: ‘I like shopping with my friends or family to 
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socialise’; ‘I enjoy socialising with other when I shop’ and ‘shopping with others is a 
bonding experience’ (Jamal et al. 2006). 
 
More recently, social idea sharing has been academically utilised as measures of 
luxury consumption factors: ‘it is important to shop in the same clothing stores as my 
friends’ and ‘I often ask friends where they buy their clothes’ (Husic and Cicic, 2009); 
and as a measure of fashion shopping motivations: ‘I go shopping with my friends or 
family to socialise’, ‘I enjoy socialising with others when I shop’ and ‘Shopping with 
others is a bonding experience’ (Kang and Park-Poaps, 2010). 
 
Plus size fashion online shopping consumers have the same social involvement with 
peer-influenced ideas as online fashion consumers. Hence, having identified social 
ideas as a key ideas online shopping motivation and its utilisation within associated 
academic research, the following measure has been selected as an appropriate scale 
item for this research: 
 
V25 I shop at SimplyBe.co.uk when someone sends me a link to a page. 
 
Adapted from: Dias (2003); Rintamaki et al. (2006); Beldona et al. (2005); Husic and Cicic (2009). 
 
 
3.7.5   Value 
Value is the evaluative judgement of the intrinsic and extrinsic benefits of the product 
comparatively, situationally and personally perceived by the consumer (Rintamaki et 
al. 2006). It is hence, an interaction between the consumer and the product (Holbrook, 
1999), and predominantly the utilitarian ratio between quality and price (Lichenstein, 
Block and Black, 1993; Gale, 1994). Utilitarian value has previously been 
academically utilised as a measure of perceived consumer value: ‘offers value for 
money’ (Sweeney and Soutar, 2001); a measure of e-satisfaction and e-loyalty: ‘value 
for money’, ‘poor buy’, ‘get what you pay for’ and ‘worth the money paid’ (Anderson 
and Srinivasan, 2003); as a measure of online shopping: ‘the transaction was of a 
considerable value’ (Chen and Chang, 2003) and a measure of price value seeking: 
‘not too high’, ‘value for money’ and ‘low’ (Wagner, 2007). 
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However, hedonic value is also a subsequent derision of the product’s utilitarian value, 
as finding a bargain for example, can be pleasurable (Westbrook and Black, 1985; 
Babin et al. 1994). Academic literature surrounding value as a shopping motivation 
has centralised around this enjoyment to find utilitarian value, including: bargaining, 
looking for sales and finding discounts (Arnold and Reynold, 2003). Online retailing 
has reduced the information search cost of shopping and resulted in consumers 
finding better quality alternative products for their money (Bakos, 1997). However, 
value-conscious consumers are less likely to buy fashion online as they tend to buy 
less in general (Cowart and Goldsmith, 2007), although will respond more positively 
towards a fashion retailer that is characterised by value for money as it is perceived 
more sincere (Brengman and Willems, 2009). 
 
The presence of value as a significant online shopping motivation is reflected in the 
relatively unvarying similarities of the variables used to measure it. To et al. (2007) 
for example, utilised the Arnold and Reynolds (2003) value variables: ‘I go online 
when there are sales’; ‘I enjoy looking for discount’; and ‘I enjoy hunting for 
bargains’, when analysing online shopping browsing and purchasing motivations. 
Hence, these consumer-orientated variables are discussed further in the following sub-
section, followed by a sub-section analysing variables with a retailer value provision 
orientation and a sub-section analysing credit’s impact on value as an online shopping 
motivation. 
 
3.7.5.1   Consumer 
Consumers’ utilitarian and hedonic value of a product is increased when a product is 
available at a discounted price (Rintamaki et al. 2006). Retailers use discounts to 
differentiate their prices dependent on the consumer (Besanko, Dube and Gupta, 2003) 
whilst allowing them to get hedonic value from finding a bargain (Jones, 1999), 
which is a particular shopping motivation (Reid and Brown, 1996; Woodruffe, 1997). 
Hence, consumers are satisfied through both the utilitarian value of thrift and the 
hedonic value of bargaining (Bardhi and Arnold, 2005). 
 
Fashion retailers have a tendency to place a higher than value price on fashion 
products in anticipation of a consumer-expected sale (Sallstrom, 2001) that usually 
Plus Size Fashion Online Shopping Motivations Chapter 3 
 
Analysis and Conceptualisation of Plus Size Fashion Online Shopping Motivations 83
occur at the end of each fashion season to make room for the new season’s stock (Fam, 
2003). Different consumers place different value on fashion products, some placing 
the value on the product and it being up-to-date, whilst others will wait and risk the 
product not being up-to-date, placing more value on price (Nocke and Peitz, 2007). 
Value conscious consumers look for sales and in particular discounts (Cowart and 
Goldsmith, 2007), which are provided by the fashion retailers despite a decrease in 
profits in multiple parts of the fashion supply chain (Lee and Rhee, 2008). 
 
Sales have previously been academically utilised as a measure of shopping cost 
perceptions: ‘being able to find many items on sale’ (Kim and Kang, 1995); as a 
measure of online shopping characteristics: ‘I shop a lot for ‘specials’ i.e. sales, offers, 
etc.’ (Sim and Koi, 2002); as a measure of online shopping preference: ‘buy items on 
sale’ (Girard et al. 2003); as a measure of shopping motivations: ‘For the most part, I 
go shopping when there are sales’ (Jamal et al. 2006; Kim, 2006); as a measure of 
fashion consumer decision-making: ‘I buy as much as possible at sale prices’ (Cowart 
and Goldsmith, 2007);  a measure of shopping medium enjoyment: ‘being able to find 
many items on sale’ (Kim and Kim, 2008); as a measure of attitude towards money 
and shopping: ‘I am bothered when I have to pass up at sale’ (Phau and Woo, 2008); 
and as a measure of fashion shopping motivations: ‘for the most part, I go shopping 
where there are sales’ (Kang and Park-Poaps, 2010). 
 
Discounts have previously been academically utilised as a measure of shopping 
motivations: ‘I enjoy looking for discounts when I shop’ (Jamal et al. 2006; Kim, 
2006); as a measure of multi-medium shopping: ‘level of price discounts’ 
(Venkatesan, Kumar and Ravishankar, 2007); and as a measure of fashion shopping 
motivations: ‘I enjoy looking for discounts when I shop’ (Kang and Park-Poaps, 2010). 
 
Bargain finding is a utilitarian shopping value that induces a hedonic online shopping 
gratification (Woodruffe, 1997). It plays a key role in the enjoyment of shopping (Cox 
et al. 2005) and is perceived as a game by bargain hunters (O’Donnell, 2009). Bargain 
hunters predict future changes in prices and hunt for the first retailer that provides it 
(Kwon, Schumann and Fairhurst, 2010). 
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Bargains have previously been academically utilised as a measure of consumer value 
perception: ‘being able to find a real bargain’ (Kim and Kang, 1995); as a measure of 
shopping channel selection motivations: ‘deal proneness’ (Schoenbachler and Gordon, 
2002); as a measure of online shopping preference: ‘looking for bargain prices’ 
(Girard et al. 2003); a measure of online shopping characteristics: ‘I like to shop 
around for bargains’ (Sim and Koi, 2002); as a measure of shopping enjoyment: 
‘enjoy hunting for bargains’ (Cox et al. 2005); and as a measure of shopping 
motivations: ‘I enjoy hunting for bargains when I shop’ (Jamal et al. 2006; Kim, 
2006). 
 
More recently, bargains have been academically utilised as a measure of bargain 
hunting: ‘finding bargains’ (Hill and Harmon, 2007); as a measure of shopping 
motivations: ‘to find a bargain’ (McCabe et al. 2007); as a measure of shopping 
medium enjoyment: ‘being able to find a real bargain’ (Kim and Kim, 2008); as a 
measure of attitude towards money and shopping: ‘Its hard for me to pass up a 
bargain’ (Phau and Woo, 2008); and as a measure of fashion shopping motivations: ‘I 
enjoy hunting for bargains when I shop’ (Kang and Park-Poaps, 2010). 
 
Online retailing reduces the cost of finding alternative products, resulting in 
competitive pricing whilst creating a bargaining atmosphere for the consumer 
(Rowley, 2009); they gain pleasure from the perception of beating the system (Morris, 
1987) and feel excitement, pride and a sense of accomplishment (Mano and Elliot, 
1997). The subsequently generated hedonic value of enjoying the process of finding 
cheaper prices is hence, an online shopping motivation (Parsons, 2002). However, 
although there is significant opportunity online to seek out a bargain (Wolfinbarger 
and Gilly, 2001); via price comparison websites for example, actual haggling is 
limited to online auction sites (Parsons, 2002). 
 
Plus size fashion online shopping consumers seek the same consumer-orientated value 
as online fashion consumers. Hence, having identified consumer as a key value online 
shopping motivation and its utilisation within associated academic research, the 
following measures have been selected as appropriate scale items for this research: 
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V26 I shop at SimplyBe.co.uk when there are sales. 
 
Adapted from: Sim and Koi (2002); Girard et al. (2003); Jamal et al. (2006); Kim (2006); Cowart and 
Goldsmith (2007); Kim and Kim (2008); Phau and Woo (2008). 
 
V27 I enjoy looking for discounts when shopping at SimplyBe.co.uk. 
 
Adapted from: Jamal et al. (2006); Kim (2006); Venkatesan et al. (2007). 
 
V28 I enjoy hunting for bargains when shopping at SimplyBe.co.uk. 
 
Adapted from: Girard et al. (2003); Sim and Koi (2002); Cox et al. (2005); Jamal et al. (2006); Kim 
(2006); Hill and Harmon (2007); McCabe et al. (2007); Kim and Kim (2008); Phau and Woo (2008). 
 
3.7.5.2   Retailer 
Retailers use promotional techniques to enhance the perception of the value of their 
products in comparison to recommended retail price (Monroe and Chapman, 1987) 
and increase consumer response to the product (Cotton and Babb, 1978; Lichtenstein 
et al. 1990; Chiang et al. 2001). Promotions increase the utilitarian and hedonic 
shopping motivations of the consumers (Chandon et al. 2000), however this may 
decrease shopping motivations once the promotions are finished (Chiang et al. 2001) 
as value associations with the product or brand and its prices are altered. Online 
retailers develop marketing campaigns that include marketing literature about new 
products, for example catalogues and information about discounts and promotions, to 
attract price-conscious consumers for example (Seock and Bailey, 2008). 
 
Retailer promotions have previously been academically utilised as a measure of why 
people (don’t) shop online: ‘local stores have better prices, promos’ (Swinyard and 
Smith, 2003); as a measure of the benefit balance of shopping: ‘store provides/accepts 
coupons’ (Machliet et al. 2005); and as a measure of online shopping motivations: 
‘the discounts and promotions of shopping on the web are often attractive’ (Shang et 
al. 2005). 
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Plus size fashion online shopping retailers use similar promotional activities as other 
home shopping medium retailers. Hence, having identified retailer as a key value 
online shopping motivation and its utilisation within associated academic research, 
the following measures have been selected as appropriate scale items for this research: 
 
V29 I shop at SimplyBe.co.uk when I am sent a promotional e-mail. 
 
Adapted from: Swinyard and Smith (2003); Shang et al. (2005). 
 
V30 I shop online at SimplyBe.co.uk when I am sent discount incentives through the post. 
 
Adapted from: Machliet et al. (2005); Shang et al. (2005). 
 
V31 I shop online at SimplyBe.co.uk when I am sent discount incentives via e-mail. 
 
Adapted from: Machliet et al. (2005); Shang et al. (2005). 
 
V32 I shop at SimplyBe.co.uk when I am sent a new catalogue. 
 
Adapted from: Seock and Bailey (2008) 
 
3.7.5.3   Credit 
Home shopping facilitates being able to purchase products on credit when a consumer 
cannot afford to pay outright (Ornstein, 1970); hence a primary catalogue home 
shopping motivation is to be able to pay for products month by month (Woodruffe, 
1997). Fashion consumers and their credit orientation determines credit use (Visser 
and du Preez, 2001) and there is a strong link between fashion interest and consumer 
credit as consumers desire fashionable items whether or not they can afford them at 
the time (Rahman, 2009). 
 
Credit use in the past has been academically utilised as measures of online shopping 
characteristics: ‘Credit cards encourage you to spend unnecessarily’, ‘I like to pay 
cash for everything’ and ‘To buy anything other than a house or a car on credit is 
unwise’ (Sim and Koi, 2002); and as a measure of lifestyle interests: ‘borrowed 
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consumer credit to purchase TV/computer helps to find out latest fashion’ (Rahman, 
2009).  
 
Plus size fashion online shopping consumers have the same financial value shopping 
motivations as online fashion consumers. Hence, having identified credit as a key 
value online shopping motivation and its utilisation within associated academic 
research, the following measure has been selected as an appropriate scale item for this 
research: 
 
V33 I like shopping at SimplyBe.co.uk because I can spread my payments. 
 
Adapted from: Sim and Koi, (2002); Rahman (2009). 
 
 
3.7.6   Gratification 
Traditionally, shopping theory categorised consumers as either utilitarian or hedonic, 
being motivated to shop by either utilitarian motivations or hedonic motivations 
(Bellenger and Korgaonkar, 1980). However, although gratification is a key 
dimension of hedonic shopping motivation (Arnold and Reynolds, 2003), academic 
research has subsequently identified that the utilitarian value of shopping can also 
provide a hedonic source of value and gratification (Cox et al. 2005). Shopping 
gratification theories are grounded by tension-reduction human motivation theories 
(Lee, Moschis and Mathur, 2001), however shopping as a treat for example, is also 
considered hedonic consumption (Bardhi and Arnould, 2005) and also a source of 
enjoyment and excitement (Babin et al. 1994; Babin and Attaway, 2000; Chandon et 
al. 2000). 
 
Online retailing was initially deemed unable to satisfy the recreational and 
psychological gratification needs of the consumer (Salomon and Koppelman, 1992), 
however, as online retailing increased in sophistication, online consumers became 
motivated by gratification (Wolfinbarger and Gilly, 2001). Fashion online retailing in 
particular provides the consumer with personal gratification and self-expression 
hedonic online shopping value (Michon, Smith and Chebat, 2007). Hence, tension-
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reduction, enjoyment and activity gratification variables are discussed further in the 
following sub-sections. 
 
3.7.6.1   Tension-Reduction 
Reducing tension by shopping is a form of mood repair that tends to be pre-meditated 
but influenced by the emotions of the consumer (Leung et al. 2003). The products 
themselves can change or lift a consumer’s low mood, in particular fashion products 
(Moody, Kinderman and Sinha, 2010). Online imagery is also used by online fashion 
retailers to induce either positive or negative responses, and/or moods (Goritz, 2007). 
Relieving stress is also a form of tension reducing shopping, as it can be used as a 
coping strategy for stressful problems (Moschis, 2007) and a means of escaping 
anxiety; particularly through compulsive purchasing (Phau and Woo, 2008). 
 
Tension-reduction has previously been academically utilised as a measure of online 
shopping preference: ‘buying makes me happy’ (Girard et al. 2003); as a measure of 
hedonic shopping motivations: ‘while shopping, I am able to forget my problems’; as 
measures of shopping motivations: ‘when I am in down mood, I go shopping to make 
me feel better’, ‘to me, shopping is a way to relieve stress’ and ‘while shopping I 
normally forget my problems’  (Jamal et al. 2006; Kim, 2006); as a measure of the 
functions of clothing: ‘feel better’ and ‘boost morale’ (Tiggeman and Lacey, 2009); 
and as measures of fashion shopping motivations: ‘when I am in a down mood, I go 
shopping to make me feel better’ and ‘to me, shopping is a way to relieve stress’ 
(Kang and Park-Poaps, 2010). 
 
Plus size fashion online consumers have the same tension-reduction needs as online 
consumers. Hence, having identified tension-reduction as a key gratification online 
shopping motivation and its utilisation within associated academic research, the 
following measures have been selected as appropriate scale items for this research: 
 
V34 It helps lift my mood when I shop at SimplyBe.co.uk.   
 
Adapted from: Girard et al. (2003); Jamal et al. (2006); Kim (2006); Tiggeman and Lacey (2009). 
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V35 To me, shopping at SimplyBe.co.uk is a way to relieve stress. 
 
Adapted from: Jamal et al. (2006); Kim (2006). 
 
3.7.6.2   Enjoyment 
Enjoyment in shopping can be from both the product itself and the shopping 
experience (Jones, 1999), and for online fashion retailing in particular, enjoyment 
influences the shopping behaviour of consumers (Song, Fiore and Park, 2007). 
Enjoyment is hence, a key fashion home shopping motivation (Yoh et al. 2003) and 
for online fashion retailing, is particularly influenced by the developing virtual 
technologies utililised (Kim and Forsythe, 2008). 
 
Fashion enjoyment is also a factor in the enjoyment of fashion online shopping, as 
finding a fashionable product that fits the material desires of the consumer creates 
emotional satisfactions (Leung et al. 2003). Enjoyment of fashion stems from a need 
to ‘feel good’ which for women in particular, has extended from food, homes and 
gardens (Gill, 2007), to feeling better about the way they look and their bodies 
(Tselepis and De Klerk, 2004). Hence, fashion retailers attempt to provide fashion 
products that make consumers feel special (Wigley et al. 2005) whilst appealing to 
their hedonic and recreational consciousness to motivate them to browse and purchase 
their fashion brands and products (Cowart and Goldmith, 2007). Browsing and 
purchasing are both significantly influenced by the brand and fashion consciousness 
and shopping enjoyment of the consumer (Seock and Bailey, 2008). 
 
Enjoyment has previously been academically utilised as a measure of online shopping 
motivations: ‘would be fun for its own sake’, ‘would make me feel good’ and ‘would 
be enjoyable’ (Childers et al. 2001); as a measure of perceived consumer value: ‘is 
one that I would enjoy’ (Sweeney and Soutar, 2001); as a measure of fashion retailer 
image: ‘I enjoy shopping at…’ (Newman and Patel, 2004); as a measure of online 
shopping preference: ‘shopping is fun’ (Girard et al. 2003); as a measure of why 
people (don’t) shop online: ‘online buying is fun’ (Swinyard and Smith, 2003); and as 
a measure of fashion home shopping motivations: ‘enjoyable/not enjoyable’ (Yoh et 
al. 2003). 
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More recently, enjoyment has been academically utilised as a measure of shopping 
motivations: ‘going shopping is one of the enjoyable activities to me’; ‘I enjoy 
shopping just for the fun of it’ and ‘I enjoy shopping more than most people do’ 
(Jamal et al. 2006); as a measure of the importance of online shopping: ‘fun’ (Lester 
et al. 2006); a measure of online shopping dimensions: ‘I was having fun’ (Rintamaki 
et al. 2006); as a measure of consumer decision-making: ‘Shopping is one of the 
enjoyable activities of my life’ (Cowart and Goldsmith, 2007); as a measure of fashion 
shopping experience: ‘compared with other things I could have done, the time spent 
shopping was truly enjoyable’ (Michon et al. 2007); as measures of luxury 
consumption factors: ‘wearing high quality designer clothing makes me feel special’ 
and ‘I enjoy clothes like some people do such things as books, records and movies’ 
(Husic and Cicic, 2009); and as a measure of the functions of clothing: ‘exciting’ 
(Tiggeman and Lacey, 2009). 
 
Plus size fashion online consumers have the same enjoyment desires as online 
consumers. Hence, having identified enjoyment as a key gratification online shopping 
motivation and its utilisation within associated academic research, the following 
measures have been selected as appropriate scale items for this research: 
 
V36 I shop at SimplyBe.co.uk because it makes me feel special. 
  
Adapted from: Childers et al. (2001); Husic and Cicic (2009). 
 
V37 I shop at SimplyBe.co.uk because I enjoy being fashionable. 
 
Adapted from: Childers et al. (2001); Sweeney and Soutar (2001); Newman and Patel (2004); Yoh et al. 
(2003); Jamal et al. (2006); Cowart and Goldsmith (2007); Michon et al. (2007); Husic and Cicic 
(2009). 
 
V38 I shop at SimplyBe.co.uk because it is fun. 
 
Adapted from: Childers et al. (2001); Girard et al. (2003); Swinyard and Smith (2003); Jamal et al. 
(2006); Lester et al. (2006); Rintamaki et al. (2006); Tiggeman and Lacey (2009). 
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3.7.6.3   Activity 
The activity of shopping, for example self-gifting to feel special, is a gratifying 
theraputic activity (Woodruffe, 1997; Jamal et al. 2006) and can provide a distraction 
activity from everyday routine (Reid and Brown, 1996). The gratification gained from 
shopping is considered retail therapy (Parsons, 2002) and can be used as an escape 
mechanism from problems and stresses (Jamal et al. 2006). However, if being used as 
an avoidance technique from non-shopping problems and stresses, can also be 
considered an anti-therapy (Pratt, 2004). Self-gifting and purchasing to treat yourself 
is a means of retail therapy, making yourself feel better and special, rewarding 
yourself and raising self-esteem (Heath, Tyman, Tyman and Ennew, 2010). Shopping 
for fashion in particular, can be a distraction of fantasy (Leung et al. 2003) and is an 
enjoyable and gratifying activity, whether a fashion product is purchased or not (Park 
and Sullivan, 2009). 
 
Gratification activity has previously been academically utilised as a measure of online 
shopping experiential value: ‘shopping from XYZ’s internet site “gets me away from it 
all”’ (Mathwick et al. 2001); as a measure of online shopping motivations: 
‘diversion’ (Parsons, 2002); as a measure of shopping channel selection motivations: 
‘gift or self’ (Schoenbachler and Gordon, 2002); as a measure of hedonic shopping: 
‘shopping truly feels like an escape’ (Jin and Kim, 2003); as a measure of shopping 
motivations: ‘I go shopping when I want to treat myself to something special’ and 
‘while shopping I can normally forget my problems’ (Jamal et al. 2006); and as a 
measure of shopping motivations: ‘I go shopping when I want to treat myself to 
something special’ (Kim, 2006). 
 
More recently, gratification activity has been academically utilised as a measure of 
fashion consumer decision-making: ‘shopping is a pleasant activity to me’ (Cowart 
and Goldsmith, 2007); as a measure of fashion shopping experience: ‘this shopping 
experience truly felt like an escape’ (Michon et al. 2007); as a measure of self-gifting 
motivations: ‘therapeutic/compensatory appeal’ and ‘escaping appeal’ (Heath et al. 
2010); and as a measure of fashion shopping motivations: ‘I go shopping when I want 
to treat myself to something special’ (Kang and Park-Poaps, 2010). 
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Plus size fashion online consumers have the same gratification activity desires as 
online consumers. Hence, having identified activity as a key gratification online 
shopping motivation and its utilisation within associated academic research, the 
following measures have been selected as appropriate scale items for this research: 
 
V39 I shop at SimplyBe.co.uk when I want to treat myself to something special. 
  
Adapted from: Schoenbachler and Gordon (2002); Jamal et al. (2006); Kim (2006). 
 
 
V40 I shop at SimplyBe.co.uk because its retail therapy. 
 
Adapted from: Cowart and Goldsmith (2007). 
 
V41 I shop at SimplyBe.co.uk as a distraction from everyday routine. 
  
Adapted from: Mathwick et al. (2001); Parsons (2002); Jin and Kim (2003); Jamal et al. (2006); 
Michon et al. (2007). 
 
 
3.8   Summary 
In summary, the academic concept of plus size fashion online shopping motivations 
has the following academic conceptual components: shopping motivations; home 
shopping motivations; internet use motivations; and online shopping motivations. 
 
Consumers are motivated by a combination and balance of the intrinsic functional and 
utilitarian values and extrinsic non-functional and hedonic values of a product; both 
contributing to the overall shopping motivation of the consumer (To et al. 2007). For 
example, a plus size fashion consumer has a non-functional and hedonic 
impulsiveness to buy fashion but also has the functional and utilitarian task of finding 
the fashionable products in their size (Colls, 2006). Online fashion retailers are now 
providing a better perceptual experience (Forsythe and Shi, 2003), utilitarian and 
hedonic values for the consumer in line with those in-store (Siddiqui et al. 2003), and 
the ability to search extensively for fashion information and products as well as make 
fashion purchases (Seock and Bailey, 2008). These experiences and vaflues are 
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enhancing the academic conceptual components of plus size fashion online shopping 
motivations as hedonism and functionality play a dual role in achieving consumer 
fulfilment and satisfaction (Leung et al. 2003). 
 
Forty-one plus size fashion online shopping motivation adapted variables have been 
identified from the analysis of plus size fashion online shopping motivations that will 
be utilised as scale items in the data collection of this research, as displayed in Figure 
3.2. 
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Figure 3.2   Plus Size Fashion Online Shopping Motivations Variables 
 
  Scale Items Authors (Adapted from) 
  Convenience   
V1 I shop at SimplyBe.co.uk because I can shop any time day or night 
Childers et al. (2001); Chen and Chang (2003); Paulins and Geistfeld  
(2003); Lester et al. (2006); To et al. (2007). 
V2 I shop at SimplyBe.co.uk because I can do so without going out 
Girard et al. (2003); Lester et al. (2006); Rajamma et al. (2007); To et al.  
(2007). 
V3 I shop at SimplyBe.co.uk because it fits in with my schedule 
Mathwick et al. (2001); Chen and Chang (2003); Paulins and Geistfeld  
(2003); Rintamaki et al. (2006); To et al. (2007). 
V4 I shop at SimplyBe.co.uk to avoid shopping at a clothes store Swinyard and Smith (2003); Lester et al. (2006). 
V5 I shop at SimplyBe.co.uk to avoid changing rooms Paulins and Geistfeld (2003); Newman and Patel (2004). 
V6 
I shop at SimplyBe.co.uk to try things on in the privacy of my own  
Sim and Koi (2002); Lester et al. (2006); To et al. (2007). 
home 
  Cost Saving   
V7 I shop at SimplyBe.co.uk to save money 
Chandon et al. (2000); Chen and Chang (2003); Hill and Harmon (2007); 
 Rintamaki et al. (2006); To et al. (2007). 
V8 I spend less when I shop at SimplyBe.co.uk Chandon et al. (2000); To et al. (2007). 
V9 SimplyBe.co.uk offers me a competitive price 
Noble et al. (2005); Paulins and Geistfeld (2003); Rohm and Swaminathan  
(2004); Cox et al. (2005); Jamal et al. (2006); Lester et al. (2006); McCabe  
et al. (2007); Kim and Kim (2008). 
  Selection   
V10 
I shop at SimplyBe.co.uk to access a wide selection of clothes in  Szymanski and Hise (2000); Newman and Patel (2004); Levin et al.  
my size (2003; 2006); McCabe et al. (2007); Rajamma et al. (2007); To et al. (2007). 
V11 
I shop at SimplyBe.co.uk to access a selection of fashionable  Schoenbachler and Gordon (2002); Swinyard and Smith (2003); Shang  
clothing that I cannot find elsewhere et al. (2005); Allred et al. (2006); Lester et al. (2006). 
V12 
I shop at SimplyBe.co.uk to access a selection of clothes for 
Joung and Miller (2006); Husic and Cicic (2009). 
 different seasons 
V13 
I shop at SimplyBe.co.uk to access a selection of clothes for  
Joung and Miller (2006); Husic and Cicic (2009). 
different social occasions 
V14 I shop at SimplyBe.co.uk because of the quality of fabrics Swinyard and Smith (2003); Chae et al. (2006); Jamal et al. (2006); Cowart  
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and Goldsmith (2007); Kamenidou et al. (2007); Husic and Cicic (2009). 
V15 I shop at SimplyBe.co.uk because of general fit Dias (2003); Chae et al. (2006); Kamendiou et al. (2007). 
V16 
I shop at SimplyBe.co.uk because the 'Simply Be fit' flatters  Dias (2003); Chae et al. (2006); Kamendiou et al. (2007); Tiggeman and  
my shape Lacey (2009). 
V17 
I shop at SimplyBe.co.uk to increase the number of fashionable  Dias (2003); Girard et al. (2003); Newman and Patel (2004); Chae et al. 
garments in my wardrobe (2006); Cowart and Goldsmith (2007); Kamendiou et al. (2007); Tiggeman  
    and Lacey (2009). 
V18 
I shop at SimplyBe.co.uk because I can buy fashionable accessories  
Joung and Miller (2006). 
to complement my outfits 
V19 
I shop at SimplyBe.co.uk because I like to buy garments in a range  
Kind and Hathcote (2000); Chae et al. (2006); Joung and Miller (2006). 
of fashionable colours 
  Ideas   
V20 
I shop at SimplyBe.co.uk because I have a strong interest in new  O’Cass (2004); Goldsmith and Flynn (2005); Kim (2006); McCabe et al.  
fashions (2007); To et al. (2007). 
V21 
Shopping at SimplyBe.co.uk helps me keep up-to-date with new Parsons (2002); Nguyen et al. (2007); To et al. (2007). 
 trends  
V22 I shop at SimplyBe.co.uk because of the outfit suggestions 
Swinyard and Smith (2003); Allred et al. (2006); Kamenidou et al. (2007);  
To et al. (2007). 
V23 I shop at SimplyBe.co.uk because of the catwalk views 
Swinyard and Smith (2003); Allred et al. (2006); Kamenidou et al. (2007);  
To et al. (2007). 
V24 I shop at SimplyBe.co.uk because of the celebrity style suggestions 
Dias (2003); Chae et al. (2006); Kamenidou et al. (2007); Husic and Cicic  
(2009). 
V25 I shop at SimplyBe.co.uk when someone sends me a link to a page 
Dias (2003); Rintamaki et al. (2006); Beldona et al. (2005); Husic and Cicic 
(2009). 
  Value   
V26 I shop at SimplyBe.co.uk when there are sales 
Sim and Koi (2002); Girard et al. (2003); Jamal et al. (2006); Kim (2006);  
Cowart and Goldsmith (2007); Kim and Kim (2008); Phau and Woo (2008). 
  
V27 I enjoy looking for discounts when shopping at SimplyBe.co.uk 
Jamal et al. (2006); Kim (2006); Venkatesan et al. (2007). 
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V28 I enjoy hunting for bargains when shopping at SimplyBe.co.uk 
Girard et al. (2003); Sim and Koi (2002); Cox et al. (2005); Jamal et al.  
(2006); Kim (2006); Hill and Harmon (2007); McCabe et al. (2007); Kim 
and Kim (2008); Phau and Woo (2008). 
V29 I shop at SimplyBe.co.uk when I am sent a promotional e-mail Swinyard and Smith (2003); Shang et al. (2005). 
V30 I shop online at SimplyBe.co.uk when I am sent discount incentives through the post Machliet et al. (2005); Shang et al. (2005). 
V31 I shop online at SimplyBe.co.uk when I am sent discount incentives via 
e-mail Machliet et al. (2005); Shang et al. (2005). 
V32 I shop online at SimplyBe.co.uk when I am sent a new catalogue Seock and Bailey (2008) 
V33 
I like shopping at SimplyBe.co.uk because I can spread out my  
Sim and Koi, (2002); Rahman (2009). 
payments 
  Gratification   
V34 It helps lift my mood when I shop at SimplyBe.co.uk 
Girard et al. (2003); Jamal et al. (2006); Kim (2006); Tiggeman and Lacey  
(2009). 
V35 To me, shopping at SimplyBe.co.uk is a way to relieve stress Jamal et al. (2006); Kim (2006). 
V36 I shop at SimplyBe.co.uk because it makes me feel special Childers et al. (2001); Husic and Cicic (2009). 
V37 I shop at SimplyBe.co.uk because I enjoy being fashionable 
Childers et al. (2001); Sweeney and Soutar (2001); Newman and Patel  
(2004); Yoh et al. (2003); Jamal et al. (2006); Cowart and Goldsmith (2007);  
Michon et al. (2007); Husic and Cicic (2009). 
V38 I shop at SimplyBe.co.uk because it is fun 
Childers et al. (2001); Girard et al. (2003); Swinyard and Smith (2003);  
Jamal et al. (2006); Lester et al. (2006); Rintamaki et al. (2006); Tiggeman  
and Lacey (2009). 
V39 
I shop at SimplyBe.co.uk when I want to treat myself to something  Schoenbachler and Gordon (2002); Jamal et al. (2006); Kim (2006).  
special  
V40 I shop at SimplyBe.co.uk because its retail therapy Cowart and Goldsmith (2007). 
V41 I shop at SimplyBe.co.uk as a distraction from everyday routine 
Mathwick et al. (2001); Parsons (2002); Jin and Kim (2003); Jamal et al.  
(2006); Michon et al. (2007). 
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Chapter 4 
Research Design: Methods and Methodology 
 
 
4.1   Introduction 
This research design chapter discusses the purpose of this research, the data collection 
methods available for conducting research, and justifies the appropriate research 
methods. The chapter provides a literature review of relevant research philosophies 
and a thorough examination of accepted theories, and develops the research design 
and methodology. 
 
The purpose of this research is to identify, analyse and conceptualise plus size fashion 
online shopping motivations. This chapter reviews methods and methodologies in 
order to develop an appropriate research design that incorporates key variables 
identified in the literature review of plus size fashion online shopping motivations 
(Chapter 3). The chapter also identifies the appropriate method of analysis for the 
research design and subsequently aids the development of research hypotheses 
(Chapter 5) to facilitate the identification, analysis and conceptualisation of plus size 
fashion online shopping motivations. 
 
 
4.1.1   Rationale 
The review of the literature surrounding plus size fashion online shopping motivations 
has identified a specific but fragmented research area. The online specification of the 
research area and the statistical and precise analysis and conceptualisation required to 
meet the research objectives directly influence the research methods adopted. 
 
Research Design: Methods and Methodology Chapter 4 
 
Analysis and Conceptualisation of Plus Size Fashion Online Shopping Motivations 98
4.2   Research Philosophy and Paradigms 
A research philosophy defines the significant assumptions made as to how the 
researcher perceives knowledge and its development, which underlines subsequent 
research paradigms, decisions and approaches (Saunders, Lewis and Thornhill, 2007). 
There are three major research philosophies (Easterby-Smith, Thorpe and Lowe, 
2002): 
 
•  Ontology: assumptions made about the nature of reality; 
•  Eptistemology: set of assumptions about the most appropriate methods of inquiring 
into the nature of the world; and 
•  Methodology: techniques used to collect data on specific situations. 
 
A paradigm is a ‘set of the most fundamental assumptions adopted by a professional 
community that allows its members to share similar perceptions and engage in 
commonly shared practices’ (Liu, 2000, p.21). The adoption of a certain paradigm 
determines the research methods selected and the overall interpretation of the research 
theory (Liu, 2000). 
 
The following sub-sections identify the different types of the philosophies and which 
paradigm, i.e. what characteristics of each type of each philosophy and assumptions, 
are adopted by this research. 
 
 
4.2.1   Ontology  
Ontology is a philosophical specification of a conceptualisation (Easterby-Smith et al. 
2002). It is a theoretical branch of metaphysics (Audi, 1995; Kim and Sosa, 1995) that 
conceptualises social entities, categories and the relationship between them (Rawnsley, 
1998; Tsagdis, 2002) in the context of a knowledge system (Saunders et al. 2007). 
Metaphysics describes the absolute nature of things beyond their physicality, 
distinguishing what makes it possible (Rawnsley, 1998; Tsagdis, 2002). 
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4.2.1.1   Objectivism 
Objectivism is an ontological paradigm that eliminates the social actors concerned 
with the existence of a social entity and its reality (Saunders et al. 2007). It assumes 
that there is an objective reality that reflects a subject-independent world made up of 
self-existant realities (Liu, 2000). Lakoff (1987) argues that an objective reality exists 
independently of humans and is a basic version of realism. 
 
4.2.1.2   Subjectivism 
Subjectivism is an ontological paradigm that considers the social actors, their 
perceptions, and subsequent actions, concerned with the existence of a social entity 
and its reality (Saunders et al. 2007); ‘whereas objectivism assumes a single reality 
and explains differences of ideas as aberrations, subjectivism treats different ideas of 
individuals as starting points for shared reality’ (Liu, 2000, p.24). Subjectivism 
recognises that individuals have freedom to choose their course of actions and 
associated moral responsibilities (Liu, 2000), which impacts upon their perception of 
reality. 
 
4.2.1.3   Pragmatism 
Pragmatism is an ontological paradigm that accepts the possibility to research with 
elements of both interpretivist (section 4.2.2.2) and positivist (section 4.2.2.3) 
philosophical perspectives to assist data collection and interpretation necessary to 
address the research question (Saunders et al. 2007). Pragmatists uphold that there is 
no way to collate a truly objective version of reality as if there is one ‘privileged 
description of events’ (Davidson, 1984, 1990), but a certain level of scientific 
objectivity sets the ground-rules of research (Wicks and Freeman, 1998). 
Philosophical pragmatism deems that ‘ideas and practices should be judged in terms 
of their usefulness, workability and practicality and that these are the criteria of their 
truth, rightness and value’ (Reason, 2003, p.104). Hence, in terms of research, it 
creates an objective as possible single version of reality because that will yield a 
contribution to knowledge that is both applicable and valuable. 
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4.2.2   Epistemology 
Epistemology is a philosophy intrinsic to research activities (Rawnsley, 1998) that 
translates research questions into issues of research methodologies (Easterby-Smith et 
al. 2002). It analyses the nature of the research topic knowledge (Rawnsley, 1998; 
Saunders et al. 2007) and assesses its correlation with the researcher (Huberman and 
Miles, 2002); in terms of postivistism and interpretivistism, as displayed in Figure 4.1. 
The appropriate epistemological stand point influences the research paradigm adopted 
and subsequently determines the data collection methods adopted in the research 
(Denscombe, 2003). Positivist and interpretevist approaches and also the realist 
approach are discussed in the following sub-sections. 
Figure 4.1   Positivist Paradigm vs. Interpretivist Paradigm Approach 
Assumptions 
Positivist Approach Interpretivist Approach 
Nature of Reality Objective, Tangible 
Single 
Socially Constructed 
Multiple 
Goal Prediction Understanding 
Knowledge Generated Time Free 
Context Independent 
Time Bound 
Context Dependent 
View of Casuality Existence of Real Causes Multiple, Simultaneous 
Shaping Events 
Research Relationship Separation Between Research 
and Subject 
Interactive – co-operation with 
researcher being part of 
phenomenon under study. 
Source: Adapted from Hudson and Ozanne (1988) 
 
4.2.2.1   Positivist 
The positivist research paradigm takes an epistemological view that considers its 
research social reality as observable (Saunders et al. 2007), quantifiable and 
measurable (Wittenstein, 1992). It subsequently follows well-structured and rigorous 
scientific principles and research methods (Kolakowski, 1993; Huberman and Miles, 
2002) whilst rejecting the inclusion of the non-observable characteristics of a social 
reality (Thomas, 2004). Logical thought and quantifiable measures of cause and effect 
are used to deduce general laws that explain the ‘whys’ of the observable social 
reality (Merton, 1967; Denzin, 1989a; Henwood and Pidgeon, 1993), aiming to 
predict behaviour excluding any subjective experiences (Smith, 1986). Based on 
theory, hypotheses are developed and are presented as a set of interrelated research 
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variables and proposed explanations for their causal relationships (Holman 1964; 
Kolakowski, 1993; Jupp and Norris, 1993). These hypothetical generalisations are 
tested, proved and legitimised through quantitative experimental data (Amaratunga, 
Baldry, Sarshar and Newton, 2001; Malhotra, 2007). 
 
Positivists contend that qualitative research approaches that analyse opinion and 
experiences should not be an element of research (Denzin, 1989b), and that there is a 
single reality that can only be objectively measured through quantitative methods. The 
interpretivist perspective criticises this lack of qualitative elements in a positivist 
approach to research (Gill and Johnson, 2002). Positivist methods are also criticised 
by Glaser and Strauss (1967), who argue that unless social phenomena theories are 
based on observation and direct experience they are irrelevant. It is argued that 
theories should not be developed after analysis of empirical research (a pilot study) 
and should be a posterior (Fielding and Fielding, 1986).  
 
4.2.2.2   Interpretivist 
Interpretivism is an eptistemological paradigm that encourages the necessity to 
recognise the differences between the roles of humans and social actors (Saunders et 
al. 2007) and focuses on the way in which humans make sense of the world (Easterby-
Smith et al. 2002). Interpretivists reject the notion of a single reality and that to 
effectively conduct research, researchers need to emmerse themselves in a situation 
before they can understand it (von Wright, 1993). The interpretivists’ paradigm sees 
the world as social and as a result, can only be accurately interpreted through an 
elimination of objectivity and active participation in a situation (Husserl, 1931). 
 
Interpretivists reject positivist methodologies, including hypotheses testing using 
deductive reasoning, external laws governing human behaviour and objectivity 
(Lincoln and Guba, 1985). They interpret qualitative data within a socially 
constructed context in attempt to describe the respondent’s reality and develop 
concepts (Henwood and Pidgeon, 1993). The advantage of interpretivist research is 
that it provides insight into the phenomena under investigation, however, positivists 
criticise this approach claiming that biased results develop from subjective 
interpretation. Further criticisms include that interpretivist research tends to lack 
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design and structure and subsequent results cannot therefore, be generalised (Giddens, 
1976). 
 
Interpretivist research could be considered not to be a rational process of data 
collection and analysis; resulting in appropriate or concrete conclusions, and the 
interpretation of findings shaped by the researcher’s own personal experiences 
(Creswell, 2009). However, Szimigon and Foxall (2000) contend that an 
understanding of different consumers’ realities is invaluable for marketing managers 
as an analysis of the fluidity, complexity and dynamism of consumers. 
 
4.2.2.3   Realist  
Realism is an epistemological paradigm that supports the idea that the existence of 
objects is independent of human knowledge (Saunders et al. 2007). It accepts the 
interpretivist view that the world is made meaningful by human interpretation but also 
accepts the positivist view that the interpretation is not necessarily meaningful 
(Thomas, 2004). Interpretation consists of ‘abstract things… born of people’s minds’ 
but exist independently of any one person (Magee, 1985), a concept mix of a 
positivist world that consists of objective material things, and an interpretivist world, 
a subjective world of minds. Feyerabend (1985) argued that realism reflects the reality 
of a specific group, hence positivistic research methods reflects the reality of a 
specific group, and positivistic research methods reflect that specific reality, although 
without the contention that the results reflect a generic reality. 
 
The realist paradigm contends that there are associated symbolic meanings (Sayer, 
1992; Godfrey and Hill, 1995) and cause and effect relationships (Fielding and 
Fielding, 1986) between objects, process and inanimate objects. Realists believe that 
the social groups within the social world have their own culture and ‘context-
dependent’ perspective (Winch, 1958; Fielding and Feilding, 1986; Healey and Perry, 
2000). Hence, there cannot be a single objective reality as each social group has a 
different perception of reality (Winch, 1958) and researchers in a realist’s view, must 
analyse research problems in the context-dependent environment in which they occur 
(Sayer, 1992). 
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4.2.3   Research Paradigm Adopted 
This research accepts the pragmatic ontological perspective and realist 
epistemological standpoint whereby reality is ‘real’ but is difficult to scientifically 
uncover in its entirety. It accepts that the data collected via a positivist methodology, 
and its analysis and conceptualisation, can be considered mostly true and as objective 
as the limitations of research allow. Hence, it contends that utilising a positivist 
methodology in a pragmatic context within a realist paradigm, will yield a deep and 
statistically precise analysis and conceptualisation of the plus size fashion online 
shopping motivations through research into specific reality of plus size fashion 
consumers. 
 
4.3   Research Approaches 
4.3.1   Data Sources 
For research purposes there are two main types of information. Secondary data is 
information that has already been published for general or other uses, and the 
researcher re-uses and re-analyses data that has therefore already been collected. 
Alternatively, primary data is information that is specifically collected by the 
researcher for a particular research situation (Tull and Hawkins, 1993). Both 
secondary and primary data are required to answer most research objectives, as they 
complement each other’s validity and reliability (Easterby-Smith et al. 2002). 
 
Rich and varied forms of data collection have greater potential to result in a deeper 
understanding of the research (Goulding, 2003). Secondary and primary research are 
both typically conducted in a research study in order to obtain the secondary and 
primary information required to meet its research objectives. Both types of 
information gathering can be qualitative (usually associated with finding out what 
exists) or quantitative (a greater emphasis on how much of something exists) 
(Creswell, 2009). It is widely practiced that secondary research is conducted before 
commencement of primary data collection, as initially secondary data is more 
available. 
 
There are multiple sources of both secondary and primary data including; observation; 
surveys; internal sources; and external sources, as depicted by Dibb, Stern and 
Wensley (2002) in Figure 4.2. 
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Figure 4.2   Approaches to Data Collection 
  
 
 
 
Source: Adapted from Dibb et al. (2002) 
 
 
 
4.3.1.1   Secondary Research 
Secondary research is the collection of available existing information, assembled for 
another function, but relevant to the research area (Kotler, 2003). Tull and Hawkins 
(1993) identified three criteria that secondary research would be required to meet to 
deem further primary research unnecessary: relevant; accurate; and sufficient enough 
to meet the requirements of the research whilst being taken from a reputable source. 
The fundamental advantage of secondary research is its enabling of the researcher to 
be able to propose a viable and reliable foundation of research upon which to develop 
further ideas and hypotheses (Malhotra, 2007). The information gathered through 
secondary research provides background information on the research area, 
subsequently equipping the researcher with the knowledge required to effectively and 
efficiently approach primary research (Denscombe, 2003). Once primary research has 
been conducted, secondary research can then be also subsequently used to aid its 
interpretation through comparison (Tull and Hawkins, 1993). Secondary research is 
also comparatively easier to access, more widely available, cheaper and less time 
consuming to conduct (Creswell, 2009). 
 
However, the fundamental disadvantage of secondary research is its nature of being 
assembled information collated for the needs and context of different research 
objectives (Creswell, 2009), with the responsibility of verification and analysis of the 
research being held by the original researcher (Malhotra, 2007). Due to the slow 
Secondary Data Collection 
Primary Data Collection 
Observation 
Surveys 
Internal 
External 
• Personal 
• Mechanical 
• Mail 
• E-Mail/Internet 
• Telephone 
• Personal 
• Accounting Records 
• Marketing Databank 
 
• Periodicals 
• Census Reports 
• Govt. Publications 
• Internet 
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nature of publishing academic findings, if a dynamic research area is being studied, 
secondary research information could also be deemed out-of-date or irrelevant (Tull 
and Hawkins, 1993). Ultimately, as academic research aims to uncover a new or 
unique area of knowledge in the research area; as a result, secondary research will not 
fully meet its research objectives and will either be too generic or too specific 
(Malhotra, 2007). 
 
4.3.1.2   Primary Research 
Primary research is conducted with the purpose of dealing with specific research 
objectives (Kotler and Armstrong, 2004). There are two types of primary research 
sources, known as quantitative and qualitative, which have multiple methods of data 
collection through observation, experimentation and questionnaires (Kotler, 2003). 
 
The fundamental advantage of primary research is its suitability to specifically aid the 
investigation into the relevant research area sufficiently, resulting in greater accuracy 
and fit of the research in comparison to secondary research (Creswell, 2009). As it has 
been conducted specifically and simultaneously in relevance with the research 
objectives, the information collected through primary research is also deemed more 
valid and reliable (Tull and Hawkins, 1993). However, as a result, primary research is 
more expensive and time consuming (Malhotra, 2007). 
 
4.3.2   Quantitative vs. Qualitative Research Approaches 
In their nature, quantitative and qualitative research approaches take two diametrically 
opposite views (Ali and Birley, 1999). Quantitative research is a widely used term for 
research that quantifies and uses some form of statistical analysis on its results 
(Malhotra, 2007). This statistical analysis enables the generalisation of the research 
findings from the respondents to the demographic of the research objectives, and 
extensive testing of the reliability and validity of the data (Easterby-Smith et al. 2002). 
In studies where the research encompasses large data sets, quantitative methods are 
expedient and valuable in their analysis (Maholtra and Birks, 2007). Although 
quantitative research can be considered ‘falsely prestigious’ when the respondents are 
largely uninvolved (Robson, 1993), it is generally deemed a precise and reliable data 
collection approach (Wagner, 1997). 
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Qualitative research is a widely used term for research that does not subject research 
findings to quantification or quantitative analysis. Qualitative research is appropriate 
to researchers who want to examine the attitudes, feelings and motivations of product 
users (Proctor, 2003). The objective of qualitative research is to receive a qualitative 
understanding of the underlying reasons and motivations in the research (Malhotra, 
2007). Proctor (2003) considers that qualitative research is categorized by small 
samples and this has always been the focus of its criticism. 
 
 4.3.3   Deductive Approach vs. Inductive Approach 
Deduction infers a valid conclusion from research premises, which must be true if 
those premises are true, whilst induction infers that an instance or repeated 
combination of events may be universally generalised (Malhotra, 2007). Both require 
the researcher to not just collect and analyse the data, but to delve deeper into the 
sensitive relevant issues of the data (Ghauri and Gronhaug, 2002). 
 
Positivists believe generalised results that test theories and advance knowledge can be 
produced by deductive methods, since they can be used to prove or disprove theories 
(Jankowicz, 1995), as displayed by the process in Figure 4.3. Positivists believe that 
before empirical data is gathered the first step is to develop a conceptual structure 
(Gill and Johnson, 2002). 
 
Figure 4.3   The Process of Deduction 
   
                                                                                                                                                                                                                                  
 
 
 
 
 
 
 
 
Source: Gill and Johnson (2002) 
 
Theory/Research Objective Formation 
Operationalisation 
 
Translation of abstract concepts into indicators or 
measures that enable observations to be made. 
Testing of theory through observation of the empirical 
world. 
Creation of, as yet 
unfalsified theory 
covering laws that 
explain past, and 
predict future 
observations. 
Falsification and 
discarding theory. 
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4.3.4   Research Approach Adopted 
Both secondary and primary research approaches will be adopted in this research in 
order to aid identification, analysis and conceptualisation of plus size fashion online 
shopping motivations. The secondary research will consist of a review of existing 
literature and data: Plus Size Fashion Online Shopping Market (Chapter 2) and Plus 
Size Fashion Online Shopping Motivations (Chapter 3). The analysis of the secondary 
information will provide an insightful grasp of theof the key research areas that 
impact upon plus size fashion online shopping motivations. It will provide a 
foundation of relevant research information upon which further, unique primary 
research can be developed, conducted, analysed and conceptualised in order to meet 
the objectives of this research. 
 
The primary research will adopt a quantitative approach, utilising data collection 
techniques conducted in conjunction with Simply Be, a plus size fashion online 
shopping retailer. Hence, this research has taken a realist research approach, with the 
aim to precisely, viably and reliably conceptualise the plus size fashion online 
shopping motivations, access to a large sampling frame from which to collect the data, 
and a statistical, quantitative primary research adopted approach. 
 
Research is either theory building (inductive) or theory testing (deductive) (Perry, 
1998). This research has adopted a primarily deductive research method in order to 
meet the research objectives. It is accepted that a realist approach whereby reality is 
‘real’ should be undertaken and that methods will be employed in order to collect data 
on a predetermined research variables framework. 
 
4.4   Research Design 
The research design is a vital development stage of the collection of valid and reliable 
research, and is a framework or blue print for conducting data collection (Malhotra, 
2007). The research design specifies the process through which to structure and/or 
solve research problems (Saunders et al. 2007). Tull and Hawkins (1993, p.45) define 
effective research design as: ‘the specification of procedures for collecting and 
analysing the data necessary to help identify or react to a problem of opportunity, 
such that the difference between the cost of obtaining various levels of accuracy and 
the expected value of the information with each level of accuracy is maximised’. The 
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researcher must aim to be as objective and critical as possible during each stage of the 
research process, to ensure that errors and misinformation are minimised.  
 
4.4.1   Research Design Classification 
Malhotra (2007) identifies three classifications of research: exploratory; descriptive; 
and conclusive, each serving different research purposes, and the selection of which, 
is dependent on the nature of the research problem. 
 
4.4.1.1   Exploratory Research 
Exploratory research is a research design classification that has the primary objective 
of providing comprehension of, and insights into, the research problem (Malhotra, 
2007). Literature reviews, interviews ‘experts’ in the research area, and conducting 
focus group interviews, are used to aid: familiarity and exploration of preliminary 
research concepts (Pinsonneault and Kraemer, 1993) and knowledge necessary for 
research theory building (Sekaran, 1992). 
 
Exploratory research is flexible, adaptable (Saunders et al. 2007), and especially 
adequate when research problem is poorly understood (Ghauri and Graonhaug, 2002). 
It aids the identification of relevant further research and the definition of more precise 
research problems and provides additional insights into a research area before a 
research approach is developed (Malhotra, 2007). It is most suitably used to develop 
concepts and methods in order to complete further exploratory or additional 
descriptive or causal research (Babbie, 1973; Fowler, 1984; Malhotra, 2007). 
 
4.4.1.2   Descriptive Research 
Descriptive research provides the researcher with objective descriptions and clear idea 
of the research area (Malhotra, 2007; Saunders et al. 2007), for example, market 
characteristics and functions. Previously formulated hypotheses characterise and 
define the information specified within descriptive research (Malhotra, 2007), i.e. the 
who, what, when, where, why of the research problem. Descriptive research can hence, 
face conceptual definitional problems when the research problem is already 
significantly understood and structured (Ghauri and Gronhaug, 2002). Although 
descriptive research can verify the degree of correlation between variables, it is not 
suitable for examining causal relationships (Malhotra, 2007). 
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4.4.1.3   Conclusive Research 
Conclusive research has the primary objective to obtain evidence regarding cause-
and-effect (causal) relationships (Ghauri and Gronhaug, 2002; Malhotra, 2007). It 
examines the research problem in order to elucidate the relationship between variables 
by manipulating them in a comparatively controlled situation (Malhotra, 2007; 
Saunders et al. 2007), resulting in the identification of factors that together initiate a 
research phenomena (Saunders et al. 2007). Conclusive research allows the researcher 
to: make the assumptions, constructs, and hypothesised relationships in a theory 
explicit; add a degree of precision to the theory; permit a more complete presentation 
of complex theories; and provide a formal framework for constructing both theory and 
measures (Bagozzi, 1980). 
 
Preliminary exploratory research facilitates further conclusive research with a degree 
of confidence and precision with which the research problem can be defined 
(Malhotra, 2007). Conclusive research can also be subsequently planned and 
structured in consideration of the research problem and its associated descriptive 
research (Ghauri and Gronhaug, 2002; Malhotra, 2007). These three types of research 
are compared in Figure 4.4. 
Figure 4.4   A Comparison of Basic Research Design 
 Exploratory Descriptive Conclusive 
Objective: Discover insights                           
and ideas. 
Describe market 
characteristics or 
functions. 
Determine cause-and-
effect relationships. 
Characteristics: Flexible. 
Versatile. 
Often then front end of 
total research design. 
Marketed by the prior 
formulation of specific 
hypotheses. 
Pre-planned and 
structured design. 
Manipulation of one or 
more independent 
variables. 
Control of other 
mediating variables. 
Methods: Expert survey. 
Pilot study. 
Secondary data (Qual.). 
Qualitative research. 
Secondary data (Quan.) 
Surveys. 
Panels. 
Observational and 
other data. 
Experiments. 
Surveys. 
Source: Malhotra (2007) 
 
 
 
 
 
Research Design: Methods and Methodology Chapter 4 
 
Analysis and Conceptualisation of Plus Size Fashion Online Shopping Motivations 110
4.4.2   Ideal Research Design 
In a perfect research scenario, the researcher must aim to create an ‘ideal’ research 
design that effectively and efficiently fulfils all research objectives. Oppenheim (1992) 
and Tull and Hawkins (1993) developed their interpretations of the relatively perfect 
research design process, depicting it in stages that follow logical sequences. 
 
Tull and Hawkins (1993) described their interpretation of a relatively perfect research 
design as ‘The Ideal Research Design’ which follows this logical sequence of six 
stages: 
 
1. Literature Review: To allow the researcher to get a better understanding of 
the subject area. 
2. Define Objectives and Build Hypothesis: Based on the literature review. 
3. Choice of Research Instrument: The researcher must define the most 
appropriate methodology to suit the research. 
4. Primary Data Collection: The selected method is applied on a chosen 
sample and data is collected. 
5. Data Analysis: An iterative process must take place between data 
collection, literature review and analysis. 
6. Reporting: Effective and clear reporting is the only way to ensure the 
findings of the study are accessible and used in later research. 
 
Oppenheim (1992) described their interpretation of a relatively perfect research 
design as ‘Successful Research Design Process’ which follows this logical sequence 
of fourteen stages: 
 
1. Deciding the aims of the study and, possibly, the theories to be 
investigated. 
2. Reviewing the relevant literature; discussions with informants and 
interested organisations. 
3. Preliminary conceptualisation of the study, followed by a series of 
exploratory or ‘depth’ interviews; revised conceptualisation and research 
objectives. 
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4. Deciding the design of the study and assessing its feasibility within the 
limitations of time, costs, and staffing. 
5. Deciding which hypotheses will be investigated. 
6. Designing, or adapting, the necessary research instruments and techniques 
such as postal questionnaires, interview schedules, attitude sales, 
projective methods, check lists or rating scales. 
7. Doing necessary pilot work to try out the instruments, making revisions 
where necessary and trying them out. 
8. Designing the samples. 
9. Drawing the samples: selection of the people to be approached. 
10.  Doing the field-work: collecting the data. 
11.  Processing the data: coding the responses. 
12.  Doing the statistical analysis. 
13.  Assembling the results and testing the hypothesis. 
14.  Writing the research report. 
 
Tull and Hawkins (1993) used a less sub-defined approach to Oppenheim (1992), 
which may not give as specific instruction to create a relatively perfect research 
design process but allows more flexibility to the researcher to apply it to their specific 
research study. Effective research design has enough detail to direct the researcher 
through the research process from conception to conclusion but is flexible enough to 
adapt to the dynamic nature of research. 
 
4.4.3   Research Credibility 
Since the reliability and validity of research studies impact upon their credibility in 
the academic field its research is applicable to, understanding their relationship is a 
necessary element of credible research. If a research study’s results were 100% valid, 
as a result it would have 100% reliability (Webb, 1992; Churchill and Brown, 2007). 
Alternatively, it the results are deemed unreliable they cannot be perfectly valid, and 
hence, unreliability implies invalidity (Malhotra, 2007). However, if the results of the 
study are 100% reliable, it may or may not be 100% valid as systematic error may still 
occur, reliability is therefore, a necessary but not sufficient condition for validity 
(Webb, 1992). 
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4.4.3.1   Validity 
The validity of this research is paramount to its credibility in the academic field the 
research is applicable to, and is the extent to which a measurement represents 
characteristics that exist in the phenomenon under investigation (Malhotra and Birks, 
2007). Dillion et al. (1994) and Churchill and Brown (2007) describe it in the context 
of a research study’s measuring instrument, explaining it as the extent to which the 
true differences among individuals on the characteristics that are being measured are 
reflected in the differences in their scores. This technical interpretation argues against 
that of Tull and Hawkins (1993) who explain validity in the context of systematic or 
random error. Research errors such as: poor samples; inaccurate research; or 
misleading errors undermine the validity of research (Collis and Hussey, 2009). 
 
In order for a research study to be at an appropriate level of validity, a high level of 
objectivism and critique is required by the researcher in order to minimise 
misinformation and research errors, and accurately measure the research topic under 
observation (Yin, 1994). If the research study follows the research design process; 
integrating it effectively with existing literature and theories; continually assessing 
assumption, revising results, re-testing theories and models; and re-appraises the 
limitations of the research methodologies; it acquires relatively perfect validity 
(Cassell and Symon, 1994). 
 
4.4.3.2   Reliabilty 
The reliability of this research is also paramount to its credibility in the academic 
fields the research is applicable to, and is the extent to which a research variables 
scale produces consistent results if repeated measurements are conducted (Malhotra 
and Birks, 2007). Reliability is measured through the consistency of results, which are 
obtained through independent and similar measurements of the same object (Dillon, 
Madden and Firtle, 1994; Churchill and Brown, 2007). Tull and Hawkins (1993) 
interpret it as repetition of research activities to determine whether its results are 
similar and free from random error. However, Webb (1992) argues that systematic 
sources of error do not impact on reliability as they do not lead to inconsistencies in 
results. Hence, reliability of research studies is evaluated through the variation and 
inconsistencies in its repetition of results (Churchill and Brown, 2007). Estimation of 
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reliability can be determined via: test-re-test, alternative-forms and internal 
consistency methods (Malhotra, 2007). 
 
4.4.4   Research Design Adopted 
Plus size fashion online shopping motivations are a considerably dynamic research 
area and relatively under-researched; specifically in existing academic literature. 
Hence, exploratory secondary research in the form of a literature review of associated 
research areas was undertaken as an element of the research variables framework 
development. Further exploratory primary research will subsequently be undertaken 
in the context of the research variables framework in order to identify, analyse and 
conceptualise plus size online fashion shopping motivations. 
 
The following research design will be adopted: 
1. Review of literature: Plus Size Fashion Online Shopping Market (Chapter 2); 
Plus Size Fashion Online Shopping Motivations (Chapter 3). 
2. Define Research Objectives (Chapter 1). 
3. Identify research methodology and research design variables framework 
(Chapter 4). 
4. Research hypotheses development (Chapter 5). 
5. Data collection. 
6. Statistical data analysis and discussion (Chapter 6). 
7. Further discussion, interpretation and conclusions (Chapter 7). 
 
In addition to the exploratory research, the research design includes the research 
design stages imperative to the research design process. Definition of the research 
objectives is a vital stage of the research design process once initial secondary 
exploratory research had identified key information and issues surrounding the 
research area and where the gap in academic knowledge exists. 
 
Selection of the appropriate research methods in context of the research philosophy, 
paradigm and approaches deemed appropriate will then be selected. The data 
collected will be analysed, discussed, conceptualised, further discussed, interpreted 
and concluded upon. A conclusive research model will be simultaneously developed 
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in conjunction with the statistical data analysis of the data collection conducted in the 
exploratory research. 
 
Reliability assessments and validity assessments (Mackison, Wreiden and, Anderson, 
2009) will be considered during the questionnaire design, and reliability and validity 
analysis will be conducted during the statistical data analysis process to ensure the 
credibility of this research. 
 
4.5   Data Collection Methods 
Assessing all potential data collection methods aids selection of the most appropriate 
technique to answer the research objectives and questions (Saunders et al. 2007). 
 
4.5.1   Questionnaires 
Questionnaires are an important technique in collating quantitative primary data. It is 
a formalised instrument for asking information directly from respondents concerning 
behaviour, demographic characteristics, level of knowledge, and/or attitudes, beliefs, 
and feelings (Tull and Hawkins, 1993). Saunders et al. (2007) suggest that there are 
two main types of questionnaires; self-administered and interviewer administered. 
Self-administered questionnaires are usually completed by the required respondents 
and can be collected through various ways such as online questionnaire, postal or mail 
questionnaire, delivery and collected questions. Alternatively, interviewer 
administered questionnaires are recorded by the interviewer on the basis of each 
respondents’ answers. 
 
The objectives of questionnaires include translating the information needed into a set 
of specific questions the respondents can and will answer. It is important that 
questionnaires must motivate respondents to complete the questions and must also 
minimise the response error (Malhotra, 2007). The design of the questionnaire will 
affect the response rate and the reliability and validity of the data collection. 
Reliability refers to the consistency in reaching the same results when the 
measurement is made again and again. Validity refers to the degree to which the 
question measures what it is supposed to be measuring (Proctor, 2003). The validity 
and reliability if the data collected and the response rate will largely depend on the 
design of the questionnaire and the structure of the research questions. 
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4.5.2   Focus Groups 
Focus groups are a data collection method synonymous with qualitative research 
(Malhotra, 2007). They are designed to obtain data regarding the opinions and 
feelings of a group of selected respondents (Hussey and Collis, 2003), through their 
interaction with both the interviewer and the other respondents (Ghauri and Gronhaug, 
2002). 
 
The effectiveness of the focus group depends on: group composition; moderator 
characteristics; and the interview atmosphere (Malhotra, 2007). The atmosphere 
should preferably be comfortable, informal, relaxed and the process should take no 
longer than 2 hours (Malhotra, 2007). Stokes and Bergin (2006) and Malhotra (2007), 
identify the following advantages and disadvantages of focus groups: 
 
Advantages: 
• The researcher will be able to collate a wide range of information, insight and 
ideas from a number of people, so data collection and analysis proceed quickly 
rather than the lengthy process of one-to-one interviews. 
• Creative responses are more likely to occur due to the spontaneity and 
unconventional and flexible structure of the interview, often one person 
triggering a chain of reactions from other participants. 
• Respondents are generally less likely to feel inhibited as they are in the 
company of others similar to themselves therefore providing accurate 
responses. 
• Focus groups are versatile and can be used to gain insight into almost any 
product, service, concept or issue. 
 
Disadvantages: 
• Misuse of the results, by considering the results as conclusive rather than 
exploratory. 
• Generalisation, stating participants reactions as fact, focus groups are to 
generate insights, which must be verified through more formal research. 
• Client and researcher bias, providing the opportunity for the researcher or the 
client to interpret focus group data arbitrarily. 
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• The quality of results depends heavily on the skills of the moderator. 
• The unstructured nature of the responses can often make the analysis and 
interpretation, difficult to read and often the presentation can look messy. 
• A well-conducted focus group interview conducted by a research firm can cost 
up to five thousand pounds. 
 
4.5.3   In-Depth Interviews 
In-depth interviews are single units of one-to-one data collection and analysis 
(Malhotra, 2007), are most appropriate for exploratory and inductive research (Ghauri 
and Gronhaug, 2002) and last for 30 minutes or longer (Tull and Hawkins, 1993). 
They are structured and planned to allow collection of quantitative data (Denscombe, 
1998), but also allow the researcher to ‘probe for elaboration’ (Mahlotra, 2007) and 
extract fundamental reasoning behind the respondent’s responses by adapting 
subsequent questions in accordance with their answers about a relevant social context 
(Bauer and Gaskell, 2000). 
 
Stokes and Bergin (2006) identified the following three broad categories of depth-
interview advantages: 
• Can be applied to topics that involve unique, sensitive or personal topics. 
• More depth, context and flexibility in the process of inquiry can be achieved 
due to greater control of respondent selection. 
• Hedges (1985) discussed preferential outcome as an advantage in terms of the 
depth and comprehensiveness of information that depth studies can yield. The 
reasons for this is that it is an opportunity for the respondent to analyse 
motivations they may have not considered previously and most importantly 
the opportunity to be listened to which leads to a feeling of empowerment 
(Berent, 1966).  
 
Further preferential outcomes discussed by Webb (1992) are as follows: 
• It is possible to ascribe the views to individual respondents, allowing for 
precise interpretation. 
• It affords the opportunity to build a close rapport ad high degree of trust, 
thus improving the quality of data. 
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• It allows for easier expression of non-conformity. 
 
The disadvantages of depth-interviews are identical to those of focus groups (see 
section 4.5.2), plus the following identified by Malhotra (2007): 
• Data obtained can be difficult to analyse and interpret. Psychologists are 
often required to help with the data. 
• The interviews are time-consuming and a high cost method of obtaining 
information. 
 
There are four types of in-depth interviews (Birn, Hague and Vangelder, 1990; Tellis, 
1997): 
1. Open-ended – key respondents are asked to comment about a set of topics or issues. 
They may propose solutions or provide insights into events. 
2. Focused – respondent is asked to answer precise questions about a set of topics or 
issues. This technique is often used to confirm data collected from another source. 
3. Structured and Survey – the structured interview and survey are similar, and are 
used to gather data studies involving a larger group of respondents. The interviewee 
answers a list of questions which are detailed and developed in advance. 
 
Stokes and Bergin (2006) assessed the merits of using focus groups and individual 
depth interviews by conducting identical research into the relative potential of a new 
product in different target markets, the comparative outcomes of which are depicted in 
Figure 4.5. In brief, it emerged that in-depth interviews can be more effectively 
utilised to expose important attitudinal data and access the important underlying 
issues, whilst focus groups are more appropriate to identify principle issues, and 
hence, are more pertinent when applied to wide ranging exploratory research (Stokes 
and Bergin, 2006). 
 
Research Design: Methods and Methodology Chapter 4 
 
Analysis and Conceptualisation of Plus Size Fashion Online Shopping Motivations 118
Figure 4.5   Comparison of research potential of groups and interviews 
Potential of each research method for: Focus Groups Interviews 
Identify central buying motivations. Yes Yes 
Identify key buying processes. Yes Yes 
Identify target markets. Yes Yes 
Qualify brand name. Yes Yes 
Identify spread and extent of options. Incomplete Yes 
Provide and consensus view. Yes No 
Offer depth and clarity of data. Incomplete Yes 
Offer breadth of data and contextual information. Yes Incomplete 
Uncover subtleties in attitudes. Incomplete Yes 
Source: Stokes and Bergin (2006) 
 
4.5.4   Summary 
The comparative advantages and disadvantages of questionnaires, focus groups and 
depth-interview are depicted in Figure 4.6. 
 
Figure 4.6   Advantages and Disadvantages of Data Collection Methods 
 Advantages Disadvantages 
Questionnaire Cheaper. Less time consuming. 
Able to obtain large samples. 
Large coverage. Identical data collection. 
Respondent convenience. 
Identical procedures. 
Unable to obtain richer data and find 
out reasons behind the answers. 
Focus Group Able to obtain richer data. 
Cheaper. 
Convenient: saves time. 
Influenced by factors like size of 
group, geographical and physical 
arrangement of the meeting, etc. 
In-Depth 
Interview 
Able to make more complex questions and 
follow up questions. 
More accurate and clear picture of 
respondent’s position or behaviour. 
Higher degree of confidence in the replies. 
Demand a cautious and skilled 
interviewer. 
Time consuming and expensive. 
Difficult to interpret and analyse. 
Source: Adapted from Ghauri and Gronhaug (2002); Hussey and Collis (2003); McDaniel and Gates 
(2007) 
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4.5.5   Data Collection Method Adopted 
The data collection method will incorporate research variables determined by 
secondary research that is relevant to the research area (Kotler, 2003) and provide a 
viable and reliable foundation of research (Malhotra, 2007). It will provide specific 
first-hand data (Creswell, 2009) about existing plus size fashion online consumers, the 
analysis of which will enable the conceptualisation of plus size fashion online 
shopping motivations.  
 
The data collection approach adopted should be determined around the nature of the 
research approach (Strauss and Corbin, 1988). Since this research is taking a 
pragmatic ontological perspective and realist epistemological standpoint, a positivist 
methodological approach has been determined. Hence, a quantitative data collection 
method has been adopted that will enable statistical generalisation of the research 
findings (Easterby-Smith et al. 2002). A questionnaire data collection method with the 
aim to precisely, viably and reliably conceptualise the plus size fashion online 
shopping motivations (Proctor, 2003) will gather data that represents a privileged 
reality that is mostly true and as objective as possible. 
 
4.6   Summary of Research Approaches, Design and Data Collection Method Adopted 
The research paradigm, approaches, design and data collection methods adopted in 
this research are as follows: 
• Both secondary and primary research approaches will be adopted in this 
research. 
• This research has adopted a primarily deductive research method in order to 
meet the research objectives. 
• It is accepted that a pragmatic and realist approach whereby reality is ‘real’ 
should be considered as an objective as possible truth and that methods will be 
employed in order to collect data on a predetermined research variables 
framework. 
• Descriptive and exploratory research in the form of a literature review of 
associated research areas has been undertaken as an element of the research 
design variables framework development.  
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• Further exploratory research will be undertaken in the context of the research 
variables framework in order to analyse and conceptualise plus size online 
fashion shopping motivations. 
• This research will use a questionnaire data collection method. 
 
The following Research Design will be adopted: 
1. Review of literature: Plus Size Fashion Online Shopping Market (Chapter 2); 
Plus Size Fashion Online Shopping Motivations (Chapter 3). 
2. Define Research Objectives (Chapter 1). 
3. Identify research methodology and research design variables framework 
(Chapter 4). 
4. Research hypotheses development (Chapter 5). 
5. Data collection. 
6. Statistical data analysis and discussion (Chapter 6). 
7. Further discussion and conclusions (Chapter 7). 
 
4.7   Questionnaire 
Having reviewed data collection methods (section 4.5) and selected questionnaires as 
the most appropriate in the context of the adopted research philosophy, paradigm and 
approaches, this section discusses the selection of the most appropriate questionnaire; 
its advantages and disadvantages; associated response rates; its effective design; and 
the design techniques, adopted for the questionnaire conducted for this research. 
 
4.7.1   Selection of an Appropriate Questionnaire Method 
The selection of an appropriate questionnaire method is a balance between the quality 
and quantity of data and the expense that would be incurred to the researcher 
(McDaniel and Gates, 1999); McDaniel and Gates (1999) identify nine factors to 
consider when choosing a suitable survey method, as displayed in the Figure 4.7. 
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Figure 4.7   Factors that Determine the Selection of a Particular Survey Method 
Factor Comment 
Sampling Precision If accuracy requirements are not high, less rigorous and cheaper 
sampling procedures may be appropriate. 
Budget Available Budget available for interview data collection element of study. 
Need to expose respondent to 
various stimuli 
Taste tests, product concept and prototype tests and ad tests require 
face-to-face contact or the internet. 
Quality of data required Accuracy needs to be considered against speed and richness of data. 
Length of questionnaire Long questionnaires are difficult to do by mail, over the phone, in a 
mall, etc. 
Necessity of having respondent 
perform certain specialised tasks 
Card sorts, certain visual scaling methods, and so on require face-o-
face contact or the internet. 
Incidence rates Are you looking for people who make up 1% of the total population or 
50% of the population? If you are looking for a needle in a haystack, 
you need an inexpensive way to find it. 
Degree of structure of 
questionnaire 
Highly unstructured questionnaires may require qualitative data 
collection. 
Time available to complete 
survey 
May not be able to use mail due to time constraints. 
Source: Adapted from McDaniel and Gates (1999) 
 
Since the objective of this research is to identify, analyse and conceptualise plus size 
fashion online shopping motivations, online research was deemed the most 
appropriate research medium. Many different types of research may be conducted 
online or with the help of the internet (Furrer and Sudharsdhan, 2001), which has 
revolutionised the survey process in particular (Lumsden and Morgan, 2005).  
 
With access to a large number of online consumers of a plus size fashion online 
shopping retailer and their e-mail addresses; low budget availability; limited amount 
of time to conduct the research; online context of the questionnaire variables; 
relatively large number of questions; and simple questionnaire structure, online 
questionnaire were identified as the most suitable survey method. Online 
questionnaires have developed into a key quantitative research method since its 
introduction in the late 1980’s due to its convenience and relatively low cost (Kiesler 
and Sproull, 1986; Mehta and Siavadas, 1995; Comley, 1996; McDaniel and Gates, 
1999). 
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4.7.2   Online Questionnaires 
Online questionnaires combine the functionalities of a questionnaire-based survey and 
a webpage/site (Lumsden and Morgan, 2005) and are utilised as a reflection of the 
characteristics of the respondents, and their internet experience and special interests 
(Van Selm and Jankowski, 2006). The online questionnaire for this research will 
consist of questions that will result in the collection of data that can statistically 
analyse and conceptualise plus size fashion online shopping motivations, but in the 
context of shopping at the plus size fashion online shopping retailer. 
 
Originally, online questionnaires were used to facilitate recruitment of respondents 
with deviant or covert behaviours that were normally difficult to reach, and when 
issues being researched were particularly sensitive (Coomber, 1997), as online 
research samples were not considered representative of the research population as a 
whole (McDaniel and Gates, 1999; Grossnickle and Raskin, 2001; Miller, 2001; 
Fricker and Schonlau, 2002; Ray and Tabor, 2003; Wilson and Laskey, 2003); ‘the 
sampling frame for electronic surveys is restricted to members of the population who 
have access to computer networks and to those who feel comfortable using them’ 
(Mehta and Sivadas, 1995, p.103).  However, as information technology use and 
internet familiarity has increased, the differential between the online population and 
the overall population has decreased and may become insignificant (Fricker and 
Schonlau, 2002; Lumsden and Morgan, 2005). Hence, online research samples are 
increasingly representative of research populations, and online questionnaires are 
utilised simply to gain access to respondents that share specific interests, attitudes, 
beliefs and values regarding an issue, problem or activity (Wright, 2005). The sample 
for this research is discussed in section 4.10.7. 
 
The data quality of online questionnaires is considered at the same level as traditional 
mail questionnaires (Griffis, Goldsby and Cooper, 2003), however, there are 
differential advantages and disadvantages of utilising online questionnaires, as 
depicted by Evans and Mathur (2005) in Figure 4.8, and key issues are discussed in 
the following sections. 
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4.7.2.1   Advantages of Online Questionnaires 
A key advantage of online questionnaires is its increasing speed, timeless and global 
reach (Sills and Song, 2002; Van Selm and Jankowski, 2006), as most of the first 
world societies have internet access and are internet literate (Scholl, Mulders and 
Drent, 2002); along with the speed of broadband, which enhances the scope of 
richness of online questionnaires (Evans and Mathur, 2005). This results in the real-
time access to respondents (Kannan, Chang and Whinston, 1998; Sills and Song, 2002) 
allowing instantaneous reach to respondents in distant locations or are difficult to 
contact (Wright, 2005; Van Selm and Jankowski. 2006). 
Figure 4.8   The Strengths and Potential Weaknesses of Online Surveys 
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Source: Evans and Mathur (2005) 
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Convenience and ease are also key advantages of online questionnaires (Sills and 
Song, 2002; Van Selm and Jankowski, 2006) for respondents; in that they can 
complete them at a time convenient to them (Brace, 2008); but primarily for the 
researchers. The data collection is automated, which reduces researcher time and 
effort (Wright, 2005): it cuts out administration requirements (Evans and Mathur, 
2005); the data is stored systematically into the online software (Wilson and Laskey, 
2003); and the data is instantaneously ready to analyse and conceptualise (Van Selm 
and Jankowski, 2006). Hence, the researcher can simultaneously collect the data that 
is required, whilst working on other tasks or projects (Ilieva, Baron and Healy, 2002) 
or conducting preliminary analysis on collected data whilst waiting for more data to 
accumulate. Follow-up e-mails to prompt further responses are also cheaply and 
easily sent to respondents (Evans and Mathur, 2005). 
 
Economic advantage is also a key advantage obtained through online questionnaires 
(Gill and Johnson, 2002; Sills and Song, 2002; Van Selm and Jankowski, 2006) in 
terms of: preparation and administration (Evans and Mathur, 2005); postage, printing, 
and data entry (Ilieva et al. 2002); and recording equipment, travel, telephone, and 
transcription (Wright, 2005). 
 
4.7.2.2   Disadvantages of Online Questionnaires 
Compatibility of respondents’ computers and software is traditionally a key 
disadvantage to online questionnaire (Frost, 1998); the lack of sophistication of some 
software meant that respondents at one point could change the format of online 
questionnaires, affecting the reliability and validity of the data (Comley, 1996). This 
is still an issue in some instances, and layouts that are viewed perfectly on the 
researcher’s monitor may be distorted and confusing on some respondents’ monitors 
(Ray and Tabor, 2003). Effective online questionnaire software is required to ensure 
monitor variations are counteracted with compatible platforms, connection speeds, 
and browsers (Dillman, Smyth and Christian, 2009). 
 
Perceived risks of responding to online questionnaires are also a key disadvantage; 
privacy (Berry, 2004) and security of transmissions and data use are the main 
concerns as clear, visible, and understandable privacy policies are imperative to 
effective online questionnaires (Nancarrow, Pallister and Brace, 2001; Graeff and 
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Harmon, 2002). There is also a server level risk of the online questionnaire being 
perceived as junk mail or ‘spam’ and blocked being sent to the respondents’ inbox 
(Evans and Mathur, 2003; Andrews, Nonnecke and Preece, 2003). Opt-in online 
questionnaire e-mailing is a way to attempt to counteract this (Bannan, 2003) and 
using user-controlled settings (Dillman et al. 2009). 
 
Although internet use is optimising, some respondents’ lack of online experience and 
expertise is a key disadvantage of online questionnaires (Evans and Mathur, 2005) as 
simple instructions, easy access and ease of navigation through the online 
questionnaire is imperative (Gunn, 2002). If an online questionnaire is complicated, 
respondents may exit a questionnaire before completing and submitting it (Ray and 
Tabor, 2003), pre-testing for any unclear elements of the online questionnaire is 
therefore required before distribution (Gaddis, 1998).  
 
Finally, due to the blanket approach of distributing online questionnaires, a key 
disadvantage is their impersonal nature of response; if an interviewer were present 
they could appropriately probe further with questions (Scholl et al. 2002). This also 
affects the response rate of online questionnaires as respondents can dismiss e-mails 
relatively freely, however, it means that it reaches them quicker, resulting in a 
relatively short response time rate (Sheehan and McMillan, 1999). 
 
4.7.2.3   Online Research Response Rates 
Online research response rates have been varied and difficult to define from 
inconclusive and limited research (Witmer, Colman and Katzman, 1999). Marcussen 
(2001) identified an average of a 2.2% response rate for online questionnaire e-mail, 
although highlighting that a non-specifed research subject line may reduce this 
response rate, whilst being personally known to the respondent may increase this 
response rate.  
 
Malhotra (2007) deemed internet surveys to have the poorest response rates. However, 
Mehta and Sivadas (1995); Stanton (1998); Thompson, Surface, Martin and Saunders 
(2003) all report an equal or better response rate for online questionnaire research than 
for traditional mail questionnaire research. Whereas, Schaefer and Dillman (1998); 
Sheehan and McMillan (1999); Crawford, Couper and Lamias (2001); Fricker and 
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Schonlau (2002); and Wilson and Laskey (2003) all concluded that the response rate 
is lower. However, this may only be a reflection of the number of respondents, not 
those who decline to respond (Kay and Johnson, 1999). 
 
Witner et al. (1999) specify that measures can be taken to increase online research 
response rates: the use of incentive for participation; introductory messages separate 
from the questionnaire, and against alteration of questionnaires. Van Selm and 
Jankowski (2006) further state that tailoring the questionnaire to reflect the target 
demographic, their lifestyles, interests and behaviours are also imperative to 
maximising response rates. Simple concepts such like making the most of the e-mail 
subject line is also important (Sheehan and McMillan, 1999). 
 
Incentives are a commonly used attempt to increase online questionnaire response 
rates (Ray and Tabor, 2003; Wright, 2005). Prize draws, for example, increase initial 
willingness to respond and decrease abandoned responses (Bosjnak and Tuten, 2003). 
However, incentives may decrease the accuracy of data collected as they may 
encourage multiple submission forms (Brennan, Rae and Parackal, 1999; Konstan, 
Rosser, Ross, Stanton and Edwards, 2005). Hence, it is unclear whether incentives are 
significantly productive (Van Selm and Jankowski, 2006) as time and effort to 
respond due to online questionnaire design are also significant key influence in 
effective increased response rates (Brown et al. 2003). 
 
4.7.3   Online Questionnaire Design 
Questionnaires are a data collection technique that consists of a series of structured 
and appropriate written or verbal questions (Webb, 1992), the answers to which, 
translating to provide the researcher with information about the overall research 
question (Brace, 2008). Brace (2008) also stipulates that; a questionnaire must uplift, 
motivate and encourage the respondents to become involved in the questionnaire, to 
co-operate and to complete the questionnaire, and the error of response should then be 
minimised. 
 
Effective online questionnaire design encompasses: simplicity; cultural independence; 
completeness; relevance and neutrality (Swoboda, Muhlberger, Weikunat and 
Schneeweiss, 1997), in an attempt to eliminate sampling, measurement and non-
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response errors (Lumsden and Morgan, 2005). Online questionnaire design also 
incorporates unique questionnaire features such as pop-up instructions and error 
messages (Lumsden and Morgan, 2005) and required completion of certain questions 
(Evans and Mathur, 2005) in order to eradicate non-responses significant to the 
accuracy of the data. The online software, incorporating a simple structure with 
required completion of all questions would eliminate non-response. An effective 
online questionnaire design process is depicted by Lumsden and Morgan (2005) in 
Figure 4.9. 
 
Figure 4.9   Online Questionnaire Design Process 
 
 
  
 
 
 
 
 
 
 
 
 
Source: Lumsden and Morgan (2005) 
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1992). The question content of online questionnaires is required to respect the 
intelligence and time restraints of respondents (Van Selm and Jankowski, 2006) in 
order to minimise questionnaire abandonment. 
 
4.7.3.2   The Question Phrasing 
Despite of any intricacies and sophistications of the academic content of the questions, 
the question phrasing of questionnaires needs to be understandable and answerable by 
the respondents (Dillman et al. 1994). The questions need to be unambiguous and the 
following criteria met to ensure that they: test for alternative question meanings 
(Webb, 1992); use simple and familiar words; use specific and concrete words to 
specify the concepts clearly; and use as few words as possible, ‘yes’ means yes and 
‘no’ means no (Dillman et al. 2009). Brace (2008) also specifies a limit of only 
twenty words per question for online questionnaires. 
 
4.7.3.3   Types of Response Format 
There are two primary types of question response formats: open-ended where the 
respondent can choose words freely to answer the question; and closed-ended where 
the respondents are asked to provide options from a selection of answers (Crask, Fox 
and Stout, 1995). Scalar questions are also a utilised response format and provide 
respondents with a list of answers from which to choose (Dillman et al. 2009). Online 
questionnaires in particular allow for a diversity of question response formats: 
dichotomous; multiple-choice; scales; multimedia format; both single-response and 
multiple-response; and open-ended (Evans and Mathur, 2005). 
 
4.7.3.4   The Question Sequence 
A typical question sequence is organised like a conversation (Dillman et al. 2009), it 
is systematic, and begins with general questions to capture the interest of the 
respondents leading into the more specific and difficult questions (Webb, 1992). If 
questions are as simple as possible and follow a logical flow, error and respondent 
frustration are minimised (Crask et al. 1995). Questions that are related need to be 
clearly grouped with questions at the beginning of the questionnaire salient to all 
respondents (Dillman et al. 2009). Online questionnaires allow skip patterns within 
the question sequence to reduce complexity for the respondent and reduce response 
errors (Schonlau, Fricker and Elliot, 2001; Lumsden and Morgan, 2005). The question 
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sequence of online questionnaires can also be organised in such a way that further 
questions cannot be viewed until the questions available have been answered (Evans 
and Mathur, 2005). This type of question sequence control can increase respondent 
frustration levels, as the questionnaire can seem endless (Schonlau et al. 2001), unless 
a progress indicator is included within the online questionnaire design (Evans and 
Mathur, 2005). 
 
4.7.3.5   Questionnaire Layout 
Simple issues such as format, spacing and position of questions are important to the 
effectiveness and results of a questionnaire (Webb, 1992; Malhotra, 2007) and the 
accuracy of the data collected (Brace, 2008). Simple format decisions such like using 
radio buttons can affect fundamental response issues such as decreasing response 
error (Couper, Traugott and Lamias, 2001). Effective questionnaires are consistently 
spaced and response options are aligned vertically in column or horizontally in a row 
(Dillman et al. 2009). Plain online questionnaires are noted to result in a better 
response rate, completeness and completion time (Dillman, Tortora, Conradt and 
Bowker, 1998; Manfreda Lozar, Batagelj and Vehovar, 2002). The length of computer 
screens of the online questionnaire (Sheehan and McMillan, 1999), and use of 
multiple item screens also have an effect on completion times and response error 
(Couper et al. 2001). 
 
4.7.3.6   Questionnaire Pre-Testing 
Pre-tests are conducted on questionnaires in order to identify potential problems and 
mistakes within the questionnaire before it is too late to rectify them (Webb, 1992; 
Dillon et al. 1994). Pre-test methods include: requesting feedback from people with 
experience of questionnaires; conducting cognitive interviews of the complete 
questionnaire to identify wording, question order, visual design and navigation 
problems; and conducting a small pilot study to evaluate interconnections among 
questions, the questionnaire, and the implementation process (Dillman et al. 2009). 
 
4.7.3.7   Measurement and Measurement Scale 
In the context of a questionnaire methodology, measurement refers to the allocation of 
numbers to the characteristics or objects being measured (Webb, 1992; Dillon et al. 
1994), in order to provide a correspondence between the concept being researched and 
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the real world. There are four levels of measurement: nominal scales which allocate 
numbers to objects to indicate their belongingness to certain categories; ordinal scales 
which rank the characteristics in order of importance; interval scales which number 
the characteristics in order and distance with no definite zero point; and ratio scales 
which have all the properties of nominal, ordinal and interval scales, but they also 
have an absolute zero point (Webb, 1992; Dillon el al. 1994; Malhotra and Birks, 
2000). Nominal scales are also defined as a set of answer categories (Dillman et al. 
2009). All of the levels of measurement focus on three important components: 
measurement is a process, measurement translates characteristics into numbers, and 
measurement is governed by formal rules (Webb, 1992). 
 
4.7.3.8   Likert Scale 
Likert developed and published this uni-dimentional rating scales in 1932 (Fowler, 
1984), in which attitude dimensions are scored or rated on a pointed scale 
representing strength of agreement or disagreement (Brace, 2008). The scores or 
ratings for each attitude dimension of each respondent are subsequently summed to 
provide an overall attitudinal score for each dimension and individual (Fowler, 1984). 
Factor analysis can utilise the data collected in likert scale format by grouping the 
attitude dimensions that have similar response patterns to determine factors that 
impact the research question (Tabachnick and Fidell, 2007). For online questionnaires, 
scaled response formats are particularly effective as respondents are noted to be less 
likely to respond using either extreme ends of the scales (McDonald and Adam, 2003). 
 
Likert scales were utilised in the research methods of the reviewed plus size online 
shopping motivations literature; some research measured with a five point scale (e.g. 
Rintamaki et al. 2006), but mostly with a seven point scale (e.g Nguyen et al. 2007). 
There is limited agreement as to be optimum number of points on an online 
questionnaire scale (Brace, 2008). It is deemed that too many would make the 
distinction between options meaningless (Dillman et al. 2009) however, indicating 
that the average of a seven point scale is deemed most effective. A forced seven point 
Likert scale will hence be adopted in this research, including a ‘no opinion’ category 
to improve the accuracy of the data (Malhotra, 2007) by ensuring that the respondent 
answered positively or negatively if they had an opinion, resulting in less response 
error when a respondent genuinely ‘doesn’t know’ (Brace, 2008). 
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4.7.4   Online Questionnaire Design Process Adopted 
This research implemented the following questionnaire design process as depicted by 
Malholtra (2007): 
1. Specify the information needed 
2. Specify the type of interviewing method 
3. Determine the content of individual questions 
4. Design the question to overcome the respondent’s inability and unwillingness 
to answer 
5. Decide the question structure 
6. Determine the question wording 
7. Arrange the questions in proper order 
8. Identify the form and layout 
9. Reproduce the questionnaire 
10. Pre-test the questionnaire 
 
4.7.5   Online Questionnaire Design Techniques Adopted 
Having identified online questionnaire design techniques (section 4.7.3), the 
following sub-sections outline the online questionnaire techniques adopted for this 
research online questionnaire. 
 
4.7.5.1   The Question Content  
The question content of the online questionnaire designed for this research will 
consist of academic relevance to the research objectives, whilst in the context of 
shopping at the plus size fashion online shopping retailer, i.e. a context relevant to the 
respondent. 
 
4.7.5.2   The Question Phrasing 
The question phrasing will be adopted in consideration of the target respondents: the 
online consumers of a plus size fashion online shopping retailer. Academic terms that 
pre-existed in any variables will be exchanged for simpler alternatives and the 
questions will all be limited to twenty words or below. 
4.7.5.3   Response Format 
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The type of response format utilised in the online questionnaire designed for the 
online questionnaire will be primarily: closed-ended; scalar (ordinal); and single-
response, due to the statistically rigorous nature of the analysis and conceptualisation 
required by the research objectives as this type of response format provides precise 
statistical data. 
 
4.7.5.4   The Question Sequence 
The question sequence of the online questionnaire will begin with general questions 
about the respondents’ demographic and online shopping behaviour, which will lead 
into the more intricate questions specific to plus size fashion online shopping 
motivations. Skip patterns will not be required as all questions will be answered by all 
respondents, and all questions will be presented on one webpage, as to reveal the 
length of the questionnaire to respondents immediately in an attempt to reduce error 
and non-response. 
 
4.7.5.5   Questionnaire Layout 
The overall layout of the online questionnaire will be simple, plain, have multiple 
items per screen, and utilise online questionnaire format features such as radio buttons, 
in an attempt to increase response rates, and reduce non-response and response errors. 
 
4.7.5.6   Questionnaire Pre-Testing 
The online questionnaire will be pre-tested on a small sample of the online fashion 
consumers. They will complete the questionnaire and give feedback on ambiguous 
question phrasing for example, which will be subsequently rectified before 
distribution to the entire research sample. See Appendix 8 for pre-testing details. 
 
4.7.5.7   Measurement and Measurement Scale 
The measurement conducted within the online questionnaire will utilise: nominal 
scales in the multiple choice demographic and online shopping behaviour section 
which represent the respondents’ sociodemographic characteristics; and interval 
scales in the plus size fashion online shopping motivations section via a Likert scale. 
 
4.7.5.8   Likert Scale 
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Since effective factor analysis requires a seven point scale ( Tabachnick and Fidell, 
2007), a seven point Likert scale will be adopted in the online questionnaire designed 
for this research. In order to anticipate and minimise non-responses, a no-opinion 
option will be included within the Likert scale for respondents who have no opinion 
or insufficient knowledge regarding the question to respond either positively or 
negatively (Tsikriktsis, 2005). 
 
4.7.6   Online Questionnaire Distribution 
There are three main online questionnaire distribution methods: questionnaire in an e-
mail message (with or without attachment); e-mail with link; general request on 
website (Van Selm and Jankowski, 2006). The plus size fashion online retailer 
distributes an e-newsletter to its 100,000 online consumers each month, providing an 
appropriate method of distribution for the online questionnaire for this research. A 
link was included in the February 2009 e-newsletter.  
 
Respondents were instructed to click through into the online questionnaire to fill in all 
of the questions in order to give their opinion on the SimplyBe.co.uk shopping 
experience and potentially win a Simply Be handbag. Distribution of the online 
questionnaire was restricted to being sent as part of an e-newsletter rather than in a 
solus e-mail due to the e-mail distribution restraints on the plus size fashion online 
retailer, so as not to overwhelm the consumer with too much marketing 
communications. 
 
4.8   Sampling Procedure 
Sampling design must begin with defining the target population. Malhotra (2007) 
suggests that the target population is the collection of elements or objects that: process 
the information sought by the researchers; and about which conclusions are going to 
be drawn upon. Target populations need to be defined precisely, from which the 
sampling frame can be determined. Saunders et al. (2007) suggest that the sampling 
frame for any probability sample is a complete list of all the cases in the population. 
Samples can be extracted on a convenience basis, by referral, or by any of the other 
techniques for taking non-probability samples (Tull and Hawkins, 2003). 
 
4.9   Sampling Techniques 
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Sample surveys are defined by their ability to estimate characteristics about a 
population by obtaining data from a sub-section of its total (Dillman et al. 2009). The 
sampling techniques that are used to select the sample sub-section can be broadly 
divided into probability sampling and non-probability sampling. Saunders et al. (2007) 
suggest that probability or representative sampling is most commonly associated with 
survey-based research strategies where researchers need to make inferences from the 
sample about a population to answer research questions or to meet research objectives. 
Figure 4.10 provides the comparison between non-probability sampling and 
probability sampling. 
Figure 4.10   Non-Probability vs. Probability Sampling 
Factors Non-Probability Sampling Probability Sampling 
Nature of research Exploratory Conclusive 
Relative magnitude of sampling 
and non-sampling errors 
Non-sampling errors are larger Sampling errors are larger 
Variability in the population Homogenous (low) Homogenous (high) 
Statistical considerations Unfavourable Favourable 
Operational considerations Favourable Unfavourable 
Source: Saunders et al. (2007) 
 
 
4.9.1   Probability Sampling 
In probability sampling, every member in the target research population has a fixed 
and equal probabilistic chance of being selected by chance for the research sample 
(Webb, 1992; Tull and Hawkins, 1993).  Random Sampling, Systematic Sampling, 
Stratified Sampling and Cluster Sampling are all probability sampling techniques 
(Malhotra, 2007). 
 
In Random Sampling, every member of a research population has an equal and fair 
chance of being selected in the research sample (Schuman and Kalton, 1985). 
Systematic Sampling selects a research sample by choosing each member from the 
population at evenly spaced intervals until the desired research sample size is obtained 
(Malhotra, 2007). Stratified Sampling selects a characteristically proportionate 
research sample by grouping members by characteristics and selecting them in 
proportionate numbers to the overall population (Schuman and Kalton, 1985). Finally, 
in Cluster Sampling, mutually and collectively exhaustive sub-populations are divided 
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within the target research population and then a random sample of these clusters is 
selected based on one of the three other probability sampling techniques (Webb, 
1992). 
 
4.9.2   Non-probability Sampling  
In non-probability sampling, availability and judgement are key elements in creating a 
representative research sample (Churchill and Brown, 2007), eliminating an unknown 
unavailable and deemed unsuitable portion of the research populations. Hence, the 
degree to which the research sample differs from the research population remains, 
whereas in probability sampling, sampling error can be calculated (Webb, 1992). 
Non-probability is applied in business research when it is difficult to specify the 
probability that any case will be included in the sample (Saunders et al. 2007). 
Convenience Sampling, Judgement Sampling, Quota Sampling, and Snowball 
Sampling are all non-probability sampling techniques (Malhotra, 2007). 
 
4.9.2.1   Convenience Sampling 
Convenience Sampling uses whatever members of the research populations are 
available, subsequently eliminating a large proportion of the research population from 
the chance of being selected (Webb, 1992) and is one of the most commonly utilised 
non-probability sampling technique. Convenient elements are a key characteristic of a 
convenience sample, with selection the responsibility of the researcher who will select 
members of the research population who are in the right place at the right time 
(Churchill and Brown, 2007). Convenience samples tend to be groups of people that 
are easily accessible to the researcher, for example: students; church groups; members 
of social organisations, etc. (Dillon et al. 1994). 
 
Advantages of selecting a research sample that is convenient are the relative in-
expense in time and cost, their accessibility, ease of measurement and likely high 
level of co-operation (Webb, 1992). However, Convenience Sampling is ultimately 
unrepresentative of any definable research population (Webb, 1992) and results in a 
large degree of bias, in some cases respondent self-selection (Malhotra, 2007). It is 
therefore, not academically or theoretically viable to select a generalised research 
sample through Convenience Sampling (Churchill and Brown, 2007). 
4.9.2.2   Judgement Sampling 
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Judgement Sampling (or Purpose Sampling) selects a research sample that is 
representative of the research population or appropriate to the research topic based on 
the judgement/expertise of the researcher (Malhotra, 2007; McDaniel and Gates, 
2007). This form of sampling does not require random selection (Fowler, 1984), or 
the researcher to be definite as to materiality and risk, and is relatively cost effective, 
convenient and quick (Webb, 1992). 
 
4.9.2.3   Quota Sampling 
Quota Sampling is a restricted version of Judgement Sampling and has two stages: 
development of control categories/quotas of population elements; and selection of 
sample elements based on convenience or judgement (Schuman and Kalton, 1985). 
This sampling method ensures that the research sample is proportionate to the 
research population with respect to the characteristics relevant to the research 
objectives (Churchill and Brown, 2007). The relevant characteristic proportions are 
determinants of the control categories/quotas, which may include: gender; age; race; 
etc. and are identified on the basis of judgement (Schuman and Kalton, 1985). 
 
As similar to the previously described non-probability sampling techniques, Quota 
Sampling is relatively cost effective and time efficient (Barnet, 1991). Although it is 
still not as representative of the research population as Probability Sampling, and 
sampling error cannot be determined (Fowler, 1984), Quota Sampling creates a 
research sample that provides results close to those provided by research samples 
created by Probability Sampling techniques. 
 
4.9.2.4   Snowball Sampling 
Snowball Sampling begins with random selection of some of its research sample 
members, who themselves identify other suitable members belonging to the research 
population, resulting in waves of referrals, thus creating a snowball effect (Dillon et al. 
1994). It is a sampling technique used to sample from low incidence or rare 
populations which results in reduced sampling costs but also reduced sampling quality 
(McDaniel and Gates, 2007). 
 
4.10   Sampling Design Process 
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The sampling design process followed in a research study is determined by its 
research population; i.e. every possible existing member (e.g. person, household, etc.), 
which share characteristics defined by the research objectives (Webb, 1992). Hence, 
the sampling design process and its associated decisions must be closely integrated 
with the research objectives and its associated decisions, as in the five step sampling 
design process depicted by Maholtra (2007): 
   
1. Define the target population 
2. Determine the sampling frame 
3. Select a sampling technique(s) 
4. Determine the sample size 
5. Execute the sampling process 
 
The sampling design process in this research will follow the five steps within 
Malhotra’s (2007) approach, as discussed in the following sub-sections. 
 
4.10.1   Defining Target Population 
A research (target) population is a collection of members of relevance to the research 
objectives and the researcher, and which needs to be targeted for selection in the 
research sample (Dillon et al. 1994; Brace, 2004). The research population needs to be 
precisely defined to ensure the research is not ineffective or misleading (Maholtra, 
2007). Its definition must cover the research population in terms of its: elements, i.e. 
the members about which or from which the information will be obtained (Webb, 
1992); sampling units, i.e. an element, or a unit containing the element, which is 
available for selection at some stage in the sampling process (Crask et al. 1995); 
extent, i.e. the geographic boundaries of the research population (Schuman and Kalton, 
1985); and time. 
 
Online sampling has limitations that need to be taken into consideration (Howard, 
Rainie and Jones, 2001; Andrews et al. 2003). Sample size of online research samples 
inevitably decrease or increase due to: duplication of e-mail addresses; multiple 
responses from respondents; malfunctioning URLS; and ‘bouncing’ of unrecognised 
e-mail addresses (Sheehan and McMillan, 1999; Couper, 2000; Andrews et al. 2003). 
Self-selection bias is also a problem of online sampling as some may respond whereas 
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some may not (Stanton, 1998; Thompson et al. 2003) and responses may then also be 
imprecise as respondents may alter their responses to seem more socially desirable 
(Wright, 2005). However, these problems are counteracted to an extent by the 
advantage of being able to compare knowledge of the respondents against the 
characteristics of non-respondent characteristics in order to validate the online 
questionnaire results (Ray and Tabor, 2003). 
 
4.10.2   Determining the Sample Frame 
The sampling frame is a list of the selected members that will be used in the research 
activities as a representation of the research population (Schuman and Kalton, 1985; 
Crask et al. 1995) and is identified once the research population has been defined. 
There are five key characteristics of a sampling frame; each element should be 
included only once; no elements should be excluded; the frame should cover the entire 
population; the information, which is used to design the frame, should be up-to-date; 
and the frame should be easy to use (Webb, 1992). 
 
4.10.3   Selecting a Sampling Technique 
Whether to use a Bayesian or traditional approach, to sample with or without 
replacement, and to use non-probability or probability sampling, must be determined 
in order to select an appropriate research sampling technique (Brace, 2008). The 
traditional sampling approach is the most commonly utilised for academic research 
and selects the entire sample prior to data collection (Schuman and Kalton. 1985), i.e. 
without replacement, in which case an element cannot be included in the sample more 
than once (Oppenheim, 1992). The Bayesian approach alternatively selects the sample 
sequently with replacement throughout data collection (Malhotra, 2007) and explicitly 
incorporates prior information about the research population characteristics as well as 
the associated costs and probabilities associated with doing things incorrectly (Webb, 
1992). 
 
4.10.4   Determining Sample Size 
Sample size is the number of members to be included in the data collection, the 
determination of which comprises of a complex balance of qualitative and quantitative 
considerations (Dillon et al. 1994). Quantitatve considerations of sample size include: 
importance of the decision; the nature of the analysis; sample sizes used in similar 
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research; incidence rates; completion rates; and resource constraints. Once all 
respondents have completed questionnaire, the completed sample is determined 
(Dillman et al. 2009). 
 
4.10.5   Executing the Sampling Process 
The sampling process is executed through the decision-making and specification of 
the sampling design and the sampling frame, sampling unit, sampling technique, and 
sample size integration and implementation (Malhotra, 2007); with the intent to 
maximise responses and minimise potential errors. 
 
4.10.6   Potential Sources of Error 
Sampling error is a result of just a subset of the entire population being surveyed 
(Dillman et al. 2009). Random sampling error occurs when the research sample is an 
imperfect representation of the research population, and is a measure of the variation 
between the true mean value of the research population and the true mean value for 
the original research sample (Churchill and Brown, 2007). 
 
Non-sampling errors are a result of non-response errors (Schuman and Kalton, 1985) 
and may be random and non-random (Dillon et al. 1994). Non-sampling error can be a 
result of controllable errors by the researcher in areas such as problem definition, 
approach, scales, questionnaire design, interviewing methods, and data preparation 
and analysis (Crask et al. 1995; Maholtra and Birks, 2000). Uncontrollable non-
sampling errors can also occur, due to non-deliberate inaccurate responses by the 
respondents, because of unfamiliarity, fatigue, boredom, faulty recall, question format, 
question content and other factors (Webb, 1992; Dillon et al. 1994).  
 
Deliberate inaccurate responses by the respondents an also incur uncontrollable non-
sampling errors, because of respondent’s willingness to provide accurate information 
(Schuman and Kalton, 1985) and intentionally misreported responses because of the 
desire to provide socially acceptable answers, avoid embarrassment, or please the 
interviewer (Malhotra, 2007). Sampling error is the least problematic source of 
potential error because it is measurable and relatively small in magnitude, whilst non-
sampling error cannot be calculated or predicted and is a major contributor to the total 
error (Churchill and Brown, 2007). 
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4.10.7   Sampling Method Adopted 
In this research, the research population was plus size fashion online consumers in 
2009, the element and sampling units of which are the online consumers of the plus 
size fashion online shopping retailer. Hence, although the online research conducted 
in this research utilised a non-probability sampling approach that results in inevitable 
sampling bias (Van Selm and Jankowski, 2006), the sampling frame is controlled, as 
the plus size fashion online retailer’s database contains specific plus size fashion 
online consumers (Evans and Mathur, 2005; Wright, 2005). The e-mail lists of the 
plus size fashion online consumer are tested for accuracy and updated when necessary 
(Tingling, Parent and Wade, 2003). 
 
The sample was judged to be valid due to its accessibility, large size of 100,000 
members, and its strong alignment to the characteristics of the research population 
(Evans and Mathur, 2005). Although sampling errors are inevitable as the sample is 
only a representation of the entire population of plus size fashion online consumers 
(Van Selm and Jankowski, 2006), it does incorporate an entire representative 
population of the selected retailer (Sills and Song, 2002) which reduces the level of 
the resulting sampling bias on non-probability sampling. 
 
The online consumers of the plus size fashion online shopping retailer will serve as 
the sample frame for this research: each online consumer in the retailer’s database will 
only be listed once; no online consumers that have not opted-out to e-mail 
communication from the retailer will be excluded; the frame will only include 
relatively recent online shoppers of the retailer; and the frame will be a list of e-mail 
addresses that can be accessed at any time at the discretion of the retailer. 
 
This research adopted a traditional non-replacement sampling technique using non-
probability Quota Sampling, to judge and control the sampling frame and subsequent 
quality of data collected. The research category/quota was defined as plus size fashion 
online consumers, and a judged sample of the online consumers of a plus size online 
shopping retailer was selected. The sample size of this research is 100,000; the 
number of the online consumers of the plus size fashion online shopping retailer. 
 
Research Design: Methods and Methodology Chapter 4 
 
Analysis and Conceptualisation of Plus Size Fashion Online Shopping Motivations 141
This research investigates plus size fashion online shopping motivations in the United 
Kingdom in 2009, by evaluating 502 responses from the members of the sampling 
frame of online consumers of the plus size fashion online shopping retailer who 
completed the online questionnaire. Hence, the completed sample had 502 
respondents; an excellent response level and over five times the amount of the 
research variables (Comrey and Lee, 1992; Hair, Anderson, Black and Tatham, 2010). 
 
4.11   Statistical Analysis of Data 
In order to convert the data collected from the questionnaires into results and 
conclusions, data analysis is required (Jacob, 1984). The first difficulty to overcome is 
the understanding and selection of the correct statistical analysis technique to address 
this particular research (Creswell, 2009; Malhotra, 2007). 
 
The following sections discuss the statistical data analysis methods that could address 
the research objectives within this research, and identify those that are most 
appropriate. 
 
4.11.1   Descriptive Analysis 
Descriptive statistics provide valuable insights of the information collected in the 
research as well as the preliminary understanding for further analyses. Prior to doing 
many of the statistical analysis techniques it is important to check that the collected 
data is not violating any of the assumptions made by the individual tests (Pallant, 
2007). 
 
Descriptive frequency analysis for this research would produce a table of frequency 
counts, percentages and cumulative percentages for all of the values associated with 
the variables within the three sections: demographics; online activity; and online 
shopping motivations. It will indicate the extent of any out-of-range, missing or 
extreme values (Malhotra and Birks, 2007). A discussion of this primary research 
analysis will be conducted against the secondary research literature reviews. 
 
4.11.2   Reliability Analysis 
It is necessary to examine the reliability of the data obtained to determine whether it is 
going to provide reliable results that have internal consistency (Malhotra, 2007). The 
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most common statistical measure of internal consistency is Cronbach’s co-efficient 
(Creswell, 2009), which identifies the average correlation of the scale items. 
Cronbach’s co-efficient values range from 0 to 1, with the level of reliability 
reflective of the value level (Malhotra, 2007). 
 
4.11.3   Factor Analysis 
Factor analysis is a statistical analysis of the underlying structure of a concept 
(Tabachnick and Fidell, 2007) and has two key methods: exploratory and 
confirmatory, as defined in the following sub-sections. 
 
4.11.3.1   Exploratory 
Exploratory Factor Analysis (EFA) is a class of procedures that reduce and summarise 
a large set of scale items into factors (groups) of statistically associated scale items 
(Creswell, 2009; Malhotra, 2007; Pallant, 2007), by identifying underlying patterns of 
correlation between scale items. 
 
It is used in the following academic research circumstances: to identify underlying 
dimensions, or factors that explain correlation among a set of variables; to identify a 
new, smaller set of uncorrelated variables to replace the original set of correlation 
variables in subsequent multivariate analysis; and to identify smaller set of salient 
variables from a larger set in subsequent multivariate analysis (Malhotra, 2007). The 
statistical techniques administered in conjunction with EFA are: Bartlett’s test of 
sphericity; communality; eigenvalues; factor loadings and Kaiser-Meyer-Olkin (KMO) 
(Pallant, 2007). 
 
4.11.3.2   Confirmatory 
Confirmatory Factor Analysis (CFA) establishes whether factors and the loadings of 
their scale items conform to what is expected on the basis of a pre-established theory 
or prediction (Tabachnick and Fidell, 2007). The researcher’s knowledge of related 
theory and empirical research, understanding of the scale items and any underlying 
correlations between them can be postulated into factors and statistically tested 
through CFA (Bryne, 2001; Schumacker, 2002).  Higher-Order Confirmatory Factor 
Analysis can subsequently be used to test the underlying concept of the confirmed 
factors (Hair et al. 2010). 
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4.11.4   Relationship Analysis 
Statistical data analysis can be utilised to explore relationships that may exist between 
research variables and factors. This section defines the most commonly used in 
academic research. 
 
4.11.4.1   Chi-Square and Continuity Correlation Analysis 
In order to determine whether two categorical variables are related, the Chi-Square 
test for independence is used, unless each categorical variable has only two categories 
in which case Continuity Correlation should be used (Malhotra, 2007). The Chi-
Square test for independence compares the frequency of cases found in various scale 
items of one of the variables across the different scale items of another variable 
(Pallant, 2007). If the minimum expected cell frequency of the Chi-Square test meets 
the requirement of being 5 or greater, and the Asymp. Sig. (2-sided) value of the Chi-
Square test is 0.05 or smaller, the relationship between the variables is significant 
(Creswell, 2009; Pallant, 2007).  
 
4.11.4.2   Pearson Correlation Analysis 
In order to determine the strength and direction of the linear relationship two 
continuous variables, Pearson’s correlation coefficients are calculated (Creswell, 
2009); the size of which, between –1 and 1 whilst ignoring the sign, indicating the 
strength of their relationship (Pallant, 2007; Malhotra, 2007). Creswell (2009) 
specifed that the sign represents either: a positive correlation (as one variable 
increases, so too dies the other); or a negative correlation (as one increases, the other 
decreases). An interpretation of the strength of the values between 0 and 1 is provided 
by Cohen (1988): 
 
 
 
 
r = 0.10 to 0.29  or  r = -0.10 to –0.29 small 
r = 0.30 to 0.49  or  r = -0.30 to –0.49 medium 
r = 0.50 to 1.00  or  r = -0.50 to –1.00 large 
 
 
4.11.4.3   Spearman’s Rank Order Correlation Analysis 
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Spearman’s Rank Order Correlation (rho) is a statistical technique that measures the 
strength of the relationship (association) between two ordinal (rank order) variables 
(Malhotra, 2007), the size of which, between –1 and 1 whilst ignoring the sign, 
indicating the strength of the relationship (Creswell, 2009; Pallant, 2007). Creswell 
(2009) specifed that the sign indicates: whether there is a positive correlation (as one 
variable increases, so too does the other); or a negative correlation (as one increases, 
the other decreases). 
 
4.11.6.4   Multiple Regression Analysis 
If the predictive ability of a set of independent variables on one continuous dependent 
measure is required, a more sophisticated extension of correlation is required through 
Multiple Regression (Malhotra, 2007). Multiple Regression compares the predictive 
ability and identifies which set of variables is most effective in predicting a dependent 
variable (Creswell, 2009), i.e. exploring many-to-one relationships (Pallant, 2007).  
 
4.11.4.5   Canonical Correlation Analysis 
Canonical Correlation examines the relationship between two groups of variables 
(Tabachnick and Fidell, 2007), i.e. explores many-to-many relationships (Pallant, 
2007). Sets of independent variables and dependent variables represent canonical 
variables of which multiple canonical dimensions between their relationships can be 
identified (Dunteman, 1989); the first of which most reflects the relationship between 
the canonical dimensions (Tabachnick and Fidell, 2007). Relationship between the 
canonical variables is of statistical interest if its Canonical Correlation is 0.3 or higher 
(Duntman, 1989), and the canonical variables are significantly associated by 
Canonical Correlation if p<0.05 (Tabachnick and Fidell, 2007). 
  
4.11.4.6   Structural Equation Modelling 
Structural Equation Modelling (SEM) is ‘a collection of statistical techniques that 
allow a set of relationships between one or more independent variables, either 
continuous or discrete, and one or more dependent variables, either continuous or 
discrete, to be examined’ (Tabachnick and Fidell, 2007, p.676) and is commonly 
utilised in social science and consumer behaviour research (Shim et al. 2001; Kim and 
Park, 2005). SEM uses a comprehensive mathematical technique to explore 
relationships between factored variables (Schumacker and Lomax, 2004). Causal 
Research Design: Methods and Methodology Chapter 4 
 
Analysis and Conceptualisation of Plus Size Fashion Online Shopping Motivations 145
relationships between variables identified through confirmatory statistical analysis are 
transformed by a series of structural equations into a structural theory, providing a 
clear conceptualisation of the theory under investigation (Byrne, 2001). 
 
Confirmatory Factor Analysis (CFA) is utilised to confirm whether the data collected 
for the research study is consistent with the system of variables defined with the 
hypothesised theory (Byrne, 2001; Tabachnick and Fidell, 2007). The identification of 
any misfit results in modification of the measurement (CFA) model to increase the 
accuracy of the hypothesis testing and SEM model fit when re-tested (Joreskog and 
Sorbom, 1997; Byrne, 2001). Alternative statistical techniques that can determine the 
goodness-of-fit are: model chi-square, relative chi-square, RMSEA, EVCI, CFI, NFI, 
RMR, GFI, and Hoelter’s Critical N. 
 
4.11.4.7   Comparison and Evaluation of the Techniques to Explore Relationships 
This section has identified the most commonly adopted statistical techniques that 
explore relationships between research variables. The exploration of relationships 
between two variables can be conducted through: Chi-square; Pearson’s Correlation; 
and Spearman’s Rank Order Correlation (rho). The exploration of the relationship of a 
set of independent variables on one continuous dependent variable (many-to-one 
relationships) can be conducted through Multiple Regression. The exploration of the 
relationship between two groups of independent and dependent variables (many-to-
many relationships) can be conducted through Canonical Correlation. Finally, the 
exploration of the relationship between one or more independent variables and one or 
more dependent variables (interrelated relationships) can be conducted through 
Structural Equation Modelling. 
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4.11.5   Conclusion of Data Analysis Methods 
The research objectives of this research stipulate the identification, analysis and 
conceptualisation of the plus size fashion online shopping motivations research 
concept. Descriptive analysis and reliability analysis are vital foundation stages of 
statistical data analysis and are hence, appropriate to this research.   
 
Factor Analysis has the most appropriate statistical data analysis techniques 
considering the research objectives and research methods to be adopted in this 
research. This is due to it ability to identify, allow analysis of and test factors of plus 
size fashion online shopping motivations whilst also enabling the test of its underlying 
concept and structure. Exploratory Factor Analysis, Confirmatory Factor Analysis and 
Higher-Order Confirmatory Factor Analysis will be conducted. 
 
Testing the relationships between the variables would require further identification of 
independent and dependent variables surrounding plus size fashion online shopping 
motivations; for example, purchase intentions; that would not correlate to the research 
objectives. Hence, these statistical data analysis techniques would be appropriate for 
further research aims and objectives developed upon the conceptualisation of this 
research. 
 
4.12    Plus Size Fashion Online Shopping Motivations Research Design Framework 
The scale items framework for this research is an amalgamation of the researcher’s 
understanding and knowledge of the academic research area and context as a result of 
the reviewed literature variables identification. As displayed in Figure 4.11, it 
provides an initial framework of factors that comprises of the research design scale 
items, from which data can be collected and statistical data analysis can be conducted 
to identify, analyse and conceptualise plus size fashion online shopping motivations. 
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Figure 4.11   Research Design Scale Items 
 
  Scale Items Authors (Adapted from) 
  Convenience   
V1 I shop at SimplyBe.co.uk because I can shop any time day or night 
Childers et al. (2001); Chen and Chang (2003); Paulins and Geistfeld  
(2003); Lester et al. (2006); To et al. (2007). 
V2 I shop at SimplyBe.co.uk because I can do so without going out 
Girard et al. (2003); Lester et al. (2006); Rajamma et al. (2007); To et al.  
(2007). 
V3 I shop at SimplyBe.co.uk because it fits in with my schedule 
Mathwick et al. (2001); Chen and Chang (2003); Paulins and Geistfeld  
(2003); Rintamaki et al. (2006); To et al. (2007). 
V4 I shop at SimplyBe.co.uk to avoid shopping at a clothes store Swinyard and Smith (2003); Lester et al. (2006). 
V5 I shop at SimplyBe.co.uk to avoid changing rooms Paulins and Geistfeld (2003); Newman and Patel (2004). 
V6 
I shop at SimplyBe.co.uk to try things on in the privacy of my own  
Sim and Koi (2002); Lester et al. (2006); To et al. (2007). 
home 
  Cost Saving   
V7 I shop at SimplyBe.co.uk to save money 
Chandon et al. (2000); Chen and Chang (2003); Hill and Harmon (2007); 
 Rintamaki et al. (2006); To et al. (2007). 
V8 I spend less when I shop at SimplyBe.co.uk Chandon et al. (2000); To et al. (2007). 
V9 SimplyBe.co.uk offers me a competitive price 
Noble et al. (2005); Paulins and Geistfeld (2003); Rohm and Swaminathan  
(2004); Cox et al. (2005); Jamal et al. (2006); Lester et al. (2006); McCabe  
et al. (2007); Kim and Kim (2008). 
  Selection   
V10 
I shop at SimplyBe.co.uk to access a wide selection of clothes in  Szymanski and Hise (2000); Newman and Patel (2004); Levin et al.  
my size (2003; 2006); McCabe et al. (2007); Rajamma et al. (2007); To et al. (2007). 
V11 
I shop at SimplyBe.co.uk to access a selection of fashionable  Schoenbachler and Gordon (2002); Swinyard and Smith (2003); Shang  
clothing that I cannot find elsewhere et al. (2005); Allred et al. (2006); Lester et al. (2006). 
V12 
I shop at SimplyBe.co.uk to access a selection of clothes for 
Joung and Miller (2006); Husic and Cicic (2009). 
 different seasons 
V13 
I shop at SimplyBe.co.uk to access a selection of clothes for  
Joung and Miller (2006); Husic and Cicic (2009). 
different social occasions 
V14 I shop at SimplyBe.co.uk because of the quality of fabrics Swinyard and Smith (2003); Chae et al. (2006); Jamal et al. (2006); Cowart  
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and Goldsmith (2007); Kamenidou et al. (2007); Husic and Cicic (2009). 
V15 I shop at SimplyBe.co.uk because of general fit Dias (2003); Chae et al. (2006); Kameniou et al. (2007). 
V16 
I shop at SimplyBe.co.uk because the 'Simply Be fit' flatters  Dias (2003); Chae et al. (2006); Kameniou et al. (2007); Tiggeman and  
my shape Lacey (2009). 
V17 
I shop at SimplyBe.co.uk to increase the number of fashionable  Dias (2003); Girard et al. (2003); Newman and Patel (2004); Chae et al. 
garments in my wardrobe (2006); Cowart and Goldsmith (2007); Kamendiou et al. (2007); Tiggeman  
    and Lacey (2009). 
V18 
I shop at SimplyBe.co.uk because I can buy fashionable accessories  
Joung and Miller (2006). 
to complement my outfits 
V19 
I shop at SimplyBe.co.uk because I like to buy garments in a range  
Kind and Hathcote (2000); Chae et al. (2006); Joung and Miller (2006). 
of fashionable colours 
  Ideas   
V20 
I shop at SimplyBe.co.uk because I have a strong interest in new  O’Cass (2004); Goldsmith and Flynn (2005); Kim (2006); McCabe et al.  
fashions (2007); To et al. (2007). 
V21 
Shopping at SimplyBe.co.uk helps me keep up-to-date with new Parsons (2002); Nguyen et al. (2007); To et al. (2007). 
 trends  
V22 I shop at SimplyBe.co.uk because of the outfit suggestions 
Swinyard and Smith (2003); Allred et al. (2006); Kamenidou et al. (2007);  
To et al. (2007). 
V23 I shop at SimplyBe.co.uk because of the catwalk views 
Swinyard and Smith (2003); Allred et al. (2006); Kamenidou et al. (2007);  
To et al. (2007). 
V24 I shop at SimplyBe.co.uk because of the celebrity style suggestions 
Dias (2003); Chae et al. (2006); Kamenidou et al. (2007); Husic and Cicic  
(2009). 
V25 I shop at SimplyBe.co.uk when someone sends me a link to a page 
Dias (2003); Rintamaki et al. (2006); Beldona et al. (2005); Husic and Cicic 
(2009). 
  Value   
V26 I shop at SimplyBe.co.uk when there are sales 
Sim and Koi (2002); Girard et al. (2003); Jamal et al. (2006); Kim (2006);  
Cowart and Goldsmith (2007); Kim and Kim (2008); Phau and Woo (2008). 
  
V27 I enjoy looking for discounts when shopping at SimplyBe.co.uk 
Jamal et al. (2006); Kim (2006); Venkatesan et al. (2007). 
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V28 I enjoy hunting for bargains when shopping at SimplyBe.co.uk 
Girard et al. (2003); Sim and Koi (2002); Cox et al. (2005); Jamal et al.  
(2006); Kim (2006); Hill and Harmon (2007); McCabe et al. (2007); Kim 
and Kim (2008); Phau and Woo (2008). 
V29 I shop at SimplyBe.co.uk when I am sent a promotional e-mail Swinyard and Smith (2003); Shang et al. (2005). 
V30 I shop online at SimplyBe.co.uk when I am sent discount incentives through the post Machliet et al. (2005); Shang et al. (2005). 
V31 I shop online at SimplyBe.co.uk when I am sent discount incentives via 
e-mail Machliet et al. (2005); Shang et al. (2005). 
V32 I shop online at SimplyBe.co.uk when I am sent a new catalogue Seock and Bailey (2008). 
V33 
I like shopping at SimplyBe.co.uk because I can spread out my  
Sim and Koi, (2002); Rahman (2009). 
payments 
  Gratification   
V34 It helps lift my mood when I shop at SimplyBe.co.uk 
Girard et al. (2003); Jamal et al. (2006); Kim (2006); Tiggeman and Lacey  
(2009). 
V35 To me, shopping at SimplyBe.co.uk is a way to relieve stress Jamal et al. (2006); Kim (2006). 
V36 I shop at SimplyBe.co.uk because it makes me feel special Childers et al. (2001); Husic and Cicic (2009). 
V37 I shop at SimplyBe.co.uk because I enjoy being fashionable 
Childers et al. (2001); Sweeney and Soutar (2001); Newman and Patel  
(2004); Yoh et al. (2003); Jamal et al. (2006); Cowart and Goldsmith (2007);  
Michon et al. (2007); Husic and Cicic (2009). 
V38 I shop at SimplyBe.co.uk because it is fun 
Childers et al. (2001); Girard et al. (2003); Swinyard and Smith (2003);  
Jamal et al. (2006); Lester et al. (2006); Rintamaki et al. (2006); Tiggeman  
and Lacey (2009). 
V39 
I shop at SimplyBe.co.uk when I want to treat myself to something  Schoenbachler and Gordon (2002); Jamal et al. (2006); Kim (2006). 
special  
V40 I shop at SimplyBe.co.uk because its retail therapy Cowart and Goldsmith (2007). 
V41 I shop at SimplyBe.co.uk as a distraction from everyday routine 
Mathwick et al. (2001); Parsons (2002); Jin and Kim (2003); Jamal et al.  
(2006); Michon et al. (2007). 
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4.13   Summary 
This chapter reviewed the common research philosophies, philosophical 
underpinnings, possible research design processes, and data collection and analysis 
methods relevant to this research. The methodology adopted consists of a positivist 
method with pragmatic ontological and realist epistemological philosophical 
underpinnings.  
 
The methodology focuses upon primary research that will utilise a quantitative data 
collection method in the form of an online questionnaire, from which its research 
design scale items have been identified as research variables in the secondary research 
literature review of plus size fashion online shopping motivations.  
 
A traditional non-replacement sampling technique using non-probability Quota 
Sampling, to judge and control the sampling frame and subsequent quality of data 
collected was selected as the most appropriate sampling technique. The research 
category/quota was defined as plus size fashion online consumers, and a judged 
sample of the online consumers of a plus size online shopping retailer was selected.  
 
Appropriate statistical data analysis techniques have been selected in order to 
facilitate the analysis and conceptualisation plus size fashion online shopping 
motivations and meet the research objectives: Descriptive Analysis; Reliability 
Analysis; Exploratory Factor Analysis; Confirmatory Factor Analysis; and Higher-
Order Confirmatory Factor Analysis. 
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Chapter 5 
Hypotheses Identification 
 
5.1   Introduction 
This research aims to identify, analyse and conceptualise plus size fashion online 
shopping motivations. This chapter identifies hypotheses that correspond to the 
research objectives, research design and capabilities of the statistical data analysis 
techniques. 
 
 
5.2   The Research and Analysis 
The research design has specified a research framework of scale items to collect data 
on plus size fashion online shopping motivations. Exploratory Factor Analysis, 
Confirmatory Factor Analysis and Higher-Order Confirmatory Factor Analysis have 
been identified as the statistical data analysis techniques most appropriate to meet the 
research objectives. Hence, the following sub-sections specify hypotheses that 
correspond to the research objectives, research design and capabilities of the statistical 
data analysis techniques. 
 
5.2.1   Hypothesis 1 
Exploratory Factor Analysis will identify and analyse the plus size fashion online 
shopping motivations factors, which correlations can be conceptualised into a multi-
factor first-order model, within which the scale items can be analysed and tested for 
covariance and cross-loading through Confirmatory Factor Analysis. The results of 
which will confirm the subsequent Hypothesis 1, as displayed below. 
 
Hypothesis 1 
A conceptualised multi-factor first-order model representing the correlation between 
components of plus size fashion online shopping motivations accounts for the 
covariance among the scale items; without cross loadings. 
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5.2.2   Hypothesis 2 
Confirmatory Factor Analysis will allow unidimensionality analysis of the resulting 
model of factors to identify existence of an underlying plus size fashion online 
shopping motivations factor. This would create a second-order level of the plus size 
fashion online shopping motivations model to be analysed through Higher-Order 
Confirmatory Factor Analysis. The results of which will confirm the subsequent 
Hypothesis 2, as displayed below. 
 
Hypothesis 2 
Although conceptualised as consisting of multiple components, plus size fashion 
online shopping motivations account for all of the scale items as one single factor. 
 
 
5.2.3   Hypothesis 3 
Higher-Order Confirmatory Factor Analysis will allow the analysis of the plus size 
fashion online shopping motivations model to verify that the second-order underlying 
factor is indicative of each of the first-order factors, which in turn is indicative of each 
of its scale items, hence resulting in a conceptualised plus size fashion online 
shopping motivations model. The results of which will confirm the subsequent 
Hypothesis 3, as displayed below. 
 
Hypothesis 3 
As a second-order model, two factors are indicative of the responses to the scale items: 
a general plus size fashion online shopping motivations factor; and a specific factor 
corresponding to one of the multiple conceptual components. 
 
 
5.3   Summary 
To summarise, three hypotheses that correspond to the research objectives, research 
design and capabilities of the statistical data analysis techniques have been identified 
to facilitate the analysis and conceptualisation of plus size fashion online shopping 
motivations.
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Chapter 6 
Statistical Data Analysis and Discussion 
 
6.1   Introduction 
This research aims to identify, analyse and conceptualise plus size fashion online 
shopping motivations. The research premise was investigated by method of an online 
questionnaire. The data collected to facilitate this investigation has subsequently been 
analysed using an appropriate range of statistical methods, including Higher-Order 
Confirmatory Factor Analysis. 
 
6.2   Characteristics of Sample 
The online questionnaire (see Appendix 1) was designed to collate the necessary data 
to identify, analyse and conceptualise plus size fashion online shopping motivations 
through statistical analysis. It was developed utilising research variables identified in 
the literature review of plus size fashion online shopping motivations (section 3.7) 
and e-mailed to 100,000 consumers of a plus size online fashion retailer, resulting in a 
0.5% response rate. The completed online questionnaires were checked for missing 
data and response bias, resulting in 502 being found usable for data analysis. Hair et 
al. (2010) deem a sample size of greater than 100 responses and four or five times the 
number of research variables appropriate when using a metric measurement. Hence, 
the response rate of 502 usable completed responses of 41 scale items is appropriate 
for this research. 
 
The research population was plus size online fashion consumers in 2009, the element 
and sampling units of which are the online consumers of a plus size online fashion 
retailer. These consumers’ specific fit to the specified demographic of the research 
premise and wide range of socio-economic backgrounds provides a controlled 
sampling frame that is entirely representative of the population of interest. Hence, a 
traditional non-replacement sampling technique is adopted using non-probability 
Quota Sampling, to judge and control the sampling frame and subsequent quality of 
collected data. Academic judgement deemed that these sampling techniques were the 
most appropriate in order to extract appropriate data from the respondents. 
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6.3   Descriptive Statistical Analysis 
Figure 6.1, Figure 6.2 and Figure 6.3 outline the demographic descriptive statistics 
that were collated via the online questionnaire in order to understand and define the 
respondent characteristics and stipulate their reliability. 
 
The following nine demographic questions were posed within the online questionnaire: 
 
1. Gender – This question was posed in order to clarify whether or not the 
respondent was female: the target gender of the plus size fashion online 
retailer and the research premise. 
2. Age Band – This question was posed in order to clarify whether or not the 
respondent age distribution is proportionate to that of the plus size fashion 
online retailer’s consumers: the research sample unit. 
3. Dress Size – This question was posed in order to clarify whether or not the 
respondent dress size distribution is proportionate to that of the plus size 
fashion online retailer’s consumers: the research sample unit. 
 
The results for the first three questions were as follows: 
 
Figure 6.1   Gender, Age Band and Dress Size Descriptive Statistics 
  Gender Age Band Dress Size 
Valid Female 100% 18-25 2.8% 12 or below 1.8% 
  Male 0% 26-30 6.6% 14 7.8% 
      31-35 10.2% 16 10.4% 
      36-35 15.9% 18 18.3% 
      41-45 19.5% 20 18.5% 
      46-50 16.1% 22 18.3% 
      51-55 14.5% 24 10.4% 
      56-60 9.8% 26 6.2% 
      60+ 4.6% 28 4.6% 
          30 or above 3.8% 
             
Total 502 100% 502 100% 502 100% 
 
The total number of respondents (100%) were female, the target gender of the plus 
size fashion online retailer. 51.5% of the respondents are 36-50 years old, the target 
age band of the plus size fashion online retailer and the research premise. This is also 
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reflective of the respondents surveyed by Overby and Lee (2006) when analysing the 
effects of utilitarian and hedonic online shopping value, of which 50.7% were 31-50 
years old. 55.1% of the respondents are dress size 18-22, the target dress size of the 
plus size fashion online retailer and the research premise, and is reflective of the 
respondents surveyed by Otieno et al. (2005) when identifying the plus size shopper 
and their retail experience, of which 65.6% wore a size 16 or above. 
 
4. Marital Status – This question was posed in order to clarify the marital status 
distribution of the respondents. 
5. Are there any children under 16 in your household? – This question was posed 
in order to clarify whether or not the respondent has any dependent children. 
6. Work Status – This question was posed in order to clarify the work status 
distribution of the respondents. 
7. Region – This question was posed in order to clarify the living region 
distribution of the respondents. 
 
The results for the next four questions were as follows: 
 
Figure 6.2   Marital Status, Under 16s, Work Status and Region Descriptive Statistics 
  Marital Status   Under 16s   Work Status   Region   
Valid Divorced 7.4% No 62.2% Casual 1.2% Midlands 17.9% 
  Living Together 15.1% Yes 37.8% Full-Time 50.0% N. Ireland 2.0% 
  Married 54.0%     Non-Working 18.5% North of England 26.7% 
  Separated 4.8%     Part-Time 22.7% Scotland 11.4% 
  Single 15.9%     Retired 7.6% South of England 37.1% 
  Widowed 2.8%       Wales 5.0% 
                
Total 502 100% 502 100% 502 100% 502 100% 
 
The most common martial status of the respondents was married with 54%, which is 
reflective of the respondents surveyed by Overby and Lee (2006) when analysing the 
effects of utilitarian and hedonic online shopping value, of which 52.1% were married. 
Most of the respondents (62.2%) do not have any children under 16 years old in their 
household, half of the respondents (50%) work full-time, and the living region with 
the most respondents (37.1%) is the South of England. 
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8. How long have you been using the internet (just roughly)? – This question was 
posed in order to clarify the distribution of the length of time the respondents 
have been using the internet in years. 
9. How many personal hours a week do you spend on the internet (just roughly)? 
– This question was posed in order to clarify the distribution of the amount of 
personal hours the respondents spend on the internet per week. 
 
The results for the next two questions are as follows: 
 
Figure 6.3   Internet Use Descriptive Statistics 
  Internet Use Personal Hours/Week 
Valid 0-1 yr 5.0% 0-1 hr 0.8% 
  2 yrs 5.0% 1-5 hrs 26.1% 
  3 yrs 6.0% 6-10 hrs 29.7% 
  4 yrs 10.8% 11-20 hrs 24.5% 
  5 yrs 17.9% 21-30 hrs 12.7% 
  6-10 yrs 33.9% 31-40 hrs 3.4% 
  10+ yrs 21.9% 41+hrs 2.8% 
          
Total 502 100% 502 100% 
 
As the sample unit consisted of the online consumers of a plus size fashion online 
retailer and the questionnaire was conducted online, all of the respondents (100%) 
were internet users; which is reflective of the respondents surveyed by Kim, Fiore and 
Lee (2007) when analysing online shopping behaviour, of which 100% of the 
respondents were also internet users. 
 
The majority of respondents (55.8%) have been using the internet for over six years, 
which is reflective of the respondents surveyed by To et al. (2007) when analysing 
shopping motivations on the internet, of which 38.8% had used the internet for over 
seven years. It is also reflective of the respondents of Overby and Lee (2006) when 
analysing the effects of utilitarian and hedonic online shopping value, of which 40.8% 
had used the internet for between 4-6 years. The most common number of personal 
hours spent per week on the internet by respondents was 6-20 hours (29.7%). 
 
Figure 6.4 displays a summary of the majority demographic characteristics of the 
respondents. 
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Figure 6.4   Majority Demographic Characteristics 
Demographic Respondent Majority 
Gender Female 100% 
Age Band 36-50 51% 
Dress Size 18-22 55% 
Marital Status Married 54% 
Under 16s No 62% 
Work Status Full-Time 50% 
Region South of England 37% 
Internet Use 6+ years 56% 
Personal 
Hours/Week 6-10 hrs 30% 
 
 
6.4   Reliability Analysis 
The objective of the research was to analyse and conceptualise plus size fashion 
online shopping motivations. In order to do so, five key online shopping motivations 
were identified from relevant academic literature: convenience; cost saving; selection; 
value; and gratification. For each motivation, relevant scale items were extracted from 
the academic literature and developed into a research variables framework (section 
4.12) which was compiled into the plus size fashion online shopping motivations 
section of the online questionnaire. The scale items were analysed in terms of 
reliability and the response data checked for invalidity before analysis of the data was 
conducted. 
 
6.4.1   Invalid Case Extraction 
Firstly, the response data was checked for any invalid cases that would need 
extracting from the data set before data analysis commenced. As shown in the case 
processing summary of the reliability test in Figure 6.5; 502 cases exist in the data, 
502 cases (100% of total cases) are used to examine the internal consistency co-
efficiency, and 0 cases (0% of total cases) are hence, excluded due to the respondents 
not providing a response for every scale item. 
 
Figure 6.5  Case Processing Summary of Reliability Test 
  Count % 
Cases 
Valid 502 100 
Excluded 0 0 
Total 502 100 
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6.4.2   Cronbach’s Alpha 
Reliability is the extent to which a list of scale items would produce consistent results 
if data collection were repeated (Malhotra, 2007) and is assessed by determining the 
proportion of systematic variation in a scale. Calculating the Cronbach Alpha 
coefficient of a scale is the most commonly practiced indicator of internal consistency 
(Pallant, 2007), with the ideal Cronbach Alpha co-efficient being over 0.7 (Hair et al. 
2010). A value of below 0.7 is considered to indicate unsatisfactory internal 
consistency reliability (Malhotra, 2007). Cronbach’s Alpha is used in this research to 
assess internal consistency reliability of the 41 scale items in the plus size fashion 
online shopping motivations section of the questionnaire. 
 
Figure 6.6   Reliability Statistics 
Cronbach's 
Alpha 
No. of Scale 
Items 
.949 41 
 
The Cronbach Alpha coefficient of the online shopping motivations scale of the 
research, as displayed in Figure 6.6, is 0.949. Since this figure is above the necessary 
0.7 Cronbach Alpha ideal, the scale items used have a satisfactory internal 
consistency and can be deemed reliable statistically. 
 
6.4.3   Corrected Item–Total Correlation 
Corrected item-total correlation values are also a reliability statistic of interest as they 
indicate the degree to which each scale item correlates with the Cronbach Alpha 
(Pallant, 2007). If the values are less than 0.3, the associated scale items are 
measuring something different to the scale as a whole. As displayed in Figure 6.7, all 
of the scales’ corrected item-total correlation values are above 0.3 and hence, have a 
measure similarly to the scale as a whole. 
 
Statistical Data Analysis and Discussion Chapter 6 
 
Analysis and Conceptualisation of Plus Size Fashion Online Shopping Motivations 159
Figure 6.7   Corrected Item- Total Correlation Values of Scale Items 
 
Scale Items Corrected 
Item-Total 
Correlation 
I shop at SimplyBe.co.uk because I can shop at any time of day/night. .488 
I shop at SimplyBe.co.uk because I can do so without going out. .428 
I shop at SimplyBe.co.uk because it fits around my schedule. .458 
I shop at SimplyBe.co.uk to avoid changing rooms. .459 
I shop online at SimplyBe.co.uk to try things on in the privacy of my own home. .571 
I shop at SimplyBe.co.uk to avoid shopping at a clothes store. .498 
I shop at SimplyBe.co.uk to save money. .634 
I spend less when I shop at SimplyBe.co.uk. .566 
SimplyBe.co.uk offers me a competitive price. .497 
Shopping at SimplyBe.co.uk helps me keep up-to-date with new trends. .587 
I shop at SimplyBe.co.uk because I have a strong interest in new fashions. .641 
I shop at SimplyBe.co.uk to increase the number of fashionable garments in my wardrobe. .643 
I shop at SimplyBe.co.uk because I can buy garments in a range of fashionable colours. .601 
I shop at SimplyBe.co.uk because I can buy fashionable accessories to complement my outfits. .660 
I shop at SimplyBe.co.uk to access a wide selection of clothes in my size. .399 
I shop at SimplyBe.co.uk because of the quality of fabrics. .605 
I shop at SimplyBe.co.uk because of general fit. .547 
I shop at SimplyBe.co.uk because the 'Simply Be fit' flatters my shape. .568 
I shop at SimplyBe.co.uk to access a selection of fashionable clothing that I cannot find elsewhere. .484 
I shop at SimplyBe.co.uk to access a selection of clothes for different social occasions. .626 
I shop at SimplyBe.co.uk to access a selection of clothes for different seasons. .613 
I shop at SimplyBe.co.uk because of the outfit suggestions. .652 
I shop at SimplyBe.co.uk when someone sends me a link to a page. .483 
I shop at SimplyBe.co.uk because of the catwalk views. .574 
I shop at SimplyBe.co.uk because of the celebrity style suggestions. .557 
I shop at SimplyBe.co.uk when there are sales. .399 
I shop at SimplyBe.co.uk when there are discounts. .396 
I shop at SimplyBe.co.uk to hunt for bargains. .449 
I shop online at SimplyBe.co.uk as soon as the new catalogue comes out. .579 
I shop at SimplyBe.co.uk when I am sent a promotional e-mail. .459 
I shop online at SimplyBe.co.uk when I am sent discount incentives through the post. .403 
I shop online at SimplyBe.co.uk when I am sent discount incentives via e-mail. .470 
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I shop at SimplyBe.co.uk because I can spread out my payments. .459 
It helps lift my mood when I shop at SimplyBe.co.uk .623 
To me, shopping at SimplyBe.co.uk is a way to relieve stress. .589 
I go shopping at SimplyBe.co.uk when I want to treat myself to something special. .642 
I shop at SimplyBe.co.uk because its fun. .645 
I shop at SimplyBe.co.uk because it makes me feel special. .659 
I shop at SimplyBe.co.uk because its retail therapy. .603 
I shop at SimplyBe.co.uk as a distraction from everyday routine. .544 
I shop at SimplyBe.co.uk because I enjoy being fashionable. .562 
 
 
6.5   Exploratory Factor Analysis: Principle Component Analysis 
Exploratory Factor Analysis is a general name denoting a class of procedures 
primarily used for data reduction and summarization (Malhotra, 2007). Exploratory 
Factor Analysis allows researchers to condense a large set of variables or scale items 
down into a smaller, more manageable number of factors or components (Pallant, 
2007). It does this by summarising the underlying patterns of correlation and looking 
for groups of closely related or not related items (Tabachnick and Fidell, 2007). It 
identifies how many factors best represent the scale items in the context of the data 
collected and which factor each scale item loads most highly onto (Hair et al. 2010). 
 
In this research, Principle Component Analysis (PCA) is a key method in the 
Exploratory Factor Analysis process used to explore the underlying structure of the 
plus size fashion online shopping motivations and their correlations in the data 
obtained. In which the original scale items are transformed into a smaller set of linear 
combinations, with all variance in the data being used. The following data and factor 
analyses were conducted within the Exploratory Factor Analysis process: 
 
6.5.1   Data Factorability 
The first data analysis in the Exploratory Factor Analysis process (Pallant, 2007) is 
the assessment of its suitability (factorability). Two statistical measures: Bartlett’s 
Test of Sphericity and Kaiser-Meyer-Olkin Measure of Sampling Adequacy (KMO) 
can be used to investigate the factorability of the data. 
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6.5.1.1   Bartlett’s Test of Sphericity 
The Bartlett’s Test of Sphericity should be significant (p<0.05) for the factor analysis 
to be considered appropriate (Tabachnick and Fidell, 2007; Malhotra, 2007). Since, as 
displayed in Figure 6.8, the significance of Bartlett’s Test of Sphericity in this 
research is p= 0.000, Exploratory Factor Analysis is appropriate, depending upon the 
outcome of the KMO sampling adequacy. 
 
Figure 6.8   Data Factorability Tests 
 
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .928 
Bartlett's Test of Sphericity Approx. Chi-Square 12818.793 
df 820 
Sig. .000 
 
6.5.1.2   Kaiser-Meyer-Olkin Measure of Sampling Adequacy (KMO) 
KMO is a sampling adequacy index (range from 0 to 1), with high values (between 
0.6 and 1.0) indicating that Exploratory Factor Analysis is appropriate (Tabachnick 
and Fidell, 2007). Since, as displayed in Figure 6.8, the KMO sampling adequacy of 
this research data is high at 0.928 and the significance of Bartlett’s Test of Sphercity 
is appropriate, thus the test results provide sufficient evidence to support the 
appropriate use of Exploratory Factor Analysis on the plus size fashion online 
shopping motivations scale items. 
 
 6.5.2   Identifying Factors 
In order to ‘extract’ factors from the data, components that have an eigenvalue of 1 or 
more have to be identified from the Total Variance Explained extracted using 
Principle Component Analysis (Pallant, 2007). This determines the number of factors 
extracted from the data (Kaiser, 1960). The scree plot is an alternative method of 
identifying the number of factors to extract via factor analysis (Cattell, 1966) as it 
displays the sharpest drop in the eigenvalues of the factors, which highlights that 
further factors would not explain a significant amount of the variance of scale items. 
As displayed in Figure 6.9, Principle Component Analysis of this research data 
identifies that the first nine components have recorded eigenvalues above 1.  
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Figure 6.9   Exploratory Factor Analysis: Total Variance Explained 
 
Total Variance Explained 
Compon
ent 
Initial Eigenvalues Extraction Sums of Squared Loadings 
Total % of Variance Cumulative % Total % of Variance Cumulative % 
1 13.802 33.662 33.662 13.802 33.662 33.662 
2 3.144 7.668 41.330 3.144 7.668 41.330 
3 2.458 5.996 47.326 2.458 5.996 47.326 
4 2.189 5.338 52.664 2.189 5.338 52.664 
5 1.605 3.916 56.580 1.605 3.916 56.580 
6 1.564 3.815 60.395 1.564 3.815 60.395 
7 1.281 3.125 63.520 1.281 3.125 63.520 
8 1.093 2.667 66.187 1.093 2.667 66.187 
9 1.013 2.470 68.657 1.013 2.470 68.657 
10 .912 2.225 70.882 
   
11 .869 2.121 73.003 
   
12 .795 1.939 74.942 
   
13 .640 1.562 76.504 
   
14 .614 1.498 78.002 
   
15 .600 1.463 79.465 
   
16 .545 1.329 80.794 
   
17 .532 1.297 82.091 
   
18 .494 1.206 83.297 
   
19 .479 1.167 84.464 
   
20 .465 1.133 85.597 
   
21 .445 1.086 86.683 
   
22 .409 .999 87.682 
   
23 .387 .943 88.625 
   
24 .376 .918 89.542 
   
25 .361 .881 90.424 
   
26 .348 .848 91.272 
   
27 .330 .805 92.076 
   
28 .327 .798 92.874 
   
29 .302 .736 93.611 
   
30 .297 .724 94.335 
   
31 .286 .696 95.032 
   
32 .260 .634 95.666 
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33 .255 .623 96.288 
   
34 .249 .607 96.896 
   
35 .226 .552 97.448 
   
36 .208 .509 97.957 
   
37 .193 .472 98.429 
   
38 .185 .452 98.881 
   
39 .166 .405 99.286 
   
40 .155 .379 99.665 
   
41 .138 .335 100.000 
   
Extraction Method: Principal Component Analysis. 
   
 
6.5.3   Variance of Factors  
The nine components explain a total of 68.657 percent of the Total Variance 
Explained, as displayed in Figure 6.9, which is higher than the minimum 
recommended level (60%) of cumulative percentage of variance extracted by the 
components (Malhotra, 2007). This indicates that the number of components extracted 
in this research had reached the satisfactory level. The components are also listed in 
level of the % of the variance that they explain in Figure 6.9, which indicates the 
proportion of variance explained by the extracted factors and hence, their level of 
importance (Tabachnick and Fidell, 2007) providing a provisional ranking for the 
factors. At this stage in the statistical data analysis, the first extracted factor has the 
significantly highest importance almost half of the variance explained (33.66%). 
However, this importance is measured by just the variance of each individual factor 
(Tabachnick and Fidell, 2007); the importance of the factors measured by the 
correlation between the factors and the underlying conceptual factor of plus size 
fashion online shopping motivations is established further in the Higher-Order 
Confirmatory Factor Analysis (section 6.7). 
 
 6.5.4   Loadings of Scale Items into Identified Factors 
The Components Matrix is the output of the Exploratory Factor Analysis process that 
lists the loadings of each of the scale items on each of the nine components. Valid 
components having scale item loadings of 0.5 and above (Hair et al. 2010) and scale 
items with the highest loading on that component (Wixom and Todd, 2005). This 
Components Matrix is subsequently rotated using Varimax Rotation to assist 
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interpretation of its results (Malhotra, 2007), as displayed in Figure 6.10, displaying 
only loadings of 0.5 and above. Four of the plus size fashion online shopping 
motivations scale items did not load onto a component, hence had to be eliminated 
from further data analysis for the purposes of this research. The loadings of the scale 
items onto the factors is established and analysed further in the Confirmatory Factor 
Analysis (section 6.6) and Higher-Order Confirmatory Factor Analysis (section 6.7). 
 
Figure 6.10  Varimax Rotated Component Matrix 
 
Rotated Component Matrixa 
 
Component 
 
1 2 3 4 5 6 7 8 9 
I shop at SimplyBe.co.uk because its retail therapy. .792         
To me, shopping at SimplyBe.co.uk is a way to relieve stress. .767         
It helps lift my mood when I shop at SimplyBe.co.uk .738         
I shop at SimplyBe.co.uk because it makes me feel special. .720         
I shop at SimplyBe.co.uk because its fun. .705         
I shop at SimplyBe.co.uk as a distraction from everyday 
routine. 
.703         
I go shopping at SimplyBe.co.uk when I want to treat myself 
to something special. 
.579         
I shop at SimplyBe.co.uk because I have a strong interest in 
new fashions. 
 
.791        
I shop at SimplyBe.co.uk to increase the number of 
fashionable garments in my wardrobe. 
 
.781        
Shopping at SimplyBe.co.uk helps me keep up-to-date with 
new trends. 
 
.673        
I shop at SimplyBe.co.uk because I enjoy being fashionable.  .630        
I shop at SimplyBe.co.uk because I can buy garments in a 
range of fashionable colours. 
 
.592        
I shop at SimplyBe.co.uk because I can buy fashionable 
accessories to complement my outfits. 
         
I shop at SimplyBe.co.uk because of the outfit suggestions.          
I shop at SimplyBe.co.uk to access a selection of fashionable 
clothing that I cannot find elsewhere. 
  
.717       
I shop at SimplyBe.co.uk to access a wide selection of clothes 
in my size. 
  
.699       
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I shop at SimplyBe.co.uk because of general fit.   .688       
I shop at SimplyBe.co.uk because the 'Simply Be fit' flatters 
my shape. 
  
.643       
I shop at SimplyBe.co.uk to access a selection of clothes for 
different social occasions. 
  
.626       
I shop at SimplyBe.co.uk to access a selection of clothes for 
different seasons. 
  
.583       
I spend less when I shop at SimplyBe.co.uk.    .739      
SimplyBe.co.uk offers me a competitive price.    .732      
I shop at SimplyBe.co.uk to save money.    .677      
I shop at SimplyBe.co.uk because of the quality of fabrics.    .527      
I shop at SimplyBe.co.uk because I can spread out my 
payments. 
         
I shop online at SimplyBe.co.uk when I am sent discount 
incentives through the post. 
    
.781     
I shop online at SimplyBe.co.uk when I am sent discount 
incentives via e-mail. 
    
.777     
I shop at SimplyBe.co.uk when I am sent a promotional e-
mail. 
    
.743     
I shop online at SimplyBe.co.uk as soon as the new catalogue 
comes out. 
         
I shop at SimplyBe.co.uk when there are sales.      .834    
I shop at SimplyBe.co.uk when there are discounts.      .806    
I shop at SimplyBe.co.uk to hunt for bargains.      .784    
I shop at SimplyBe.co.uk to avoid changing rooms.       .857   
I shop online at SimplyBe.co.uk to try things on in the privacy 
of my own home. 
      
.781   
I shop at SimplyBe.co.uk to avoid shopping at a clothes store.       .765   
I shop at SimplyBe.co.uk because it fits around my schedule.        .798  
I shop at SimplyBe.co.uk because I can do so without going 
out. 
       
.777  
I shop at SimplyBe.co.uk because I can shop at any time of 
day/night. 
       
.708  
I shop at SimplyBe.co.uk because of the celebrity style 
suggestions. 
        
.738 
I shop at SimplyBe.co.uk because of the catwalk views.         .722 
I shop at SimplyBe.co.uk when someone sends me a link to a 
page. 
        
.586 
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6.5.6   Interpretation of Factors 
Each factor needs to be assigned a name or label to characterise it and aid its 
interpretation (Tabachnick and Fidell, 2007). Each of the plus size fashion online 
shopping motivation factors that have been extracted via Principle Component 
Analysis in the Exploratory Factor Analysis process of this research data are 
displayed in Figure 6.45. The names allocated to each factor are a result of the 
interpretation of its plus size fashion online shopping motivations factor scale items 
and are discussed in the following sub-sections.  
 
 6.5.6.1   Gratification 
The first factor with the highest Total Variance Explained value has been interpreted 
as Gratification due to its inclusion of scale items identified and adapted from 
academic literature surrounding plus size fashion online shopping gratification 
motivations, as displayed in Figure 6.11. 
 
Figure 6.11   Factor 1 loading scale items 
 
 
 
 
 
 
The scale items that load onto the Factor 1 are related to the following gratification 
variables: retail therapy (Cowart and Goldsmith, 2007; Heath et al. 2010); tension 
reduction (Girard et al. 2003; Jamal et al. 2006; Kim, 2006; Tiggeman and Lacey, 
2009; Kang and Park-Poaps, 2010); enjoyment (Childers et al. 2001; Girard et al. 
2003; Swinyard and Smith, 2003; Jamal et al. 2006; Lester et al. 2006; Rintamaki et al. 
2006; Husic and Cicic, 2009; Tiggeman and Lacey, 2009); and gratifying activity 
(Mathwick et al. 2001; Parsons 2002; Jin and Kim 2003; Jamal et al. 2006; Michon et 
al. 2007; Heath et al. 2010; Schoenbachler and Gordon, 2002; Kim, 2006; Kang and 
Park-Poaps, 2010). 
Factor 1 
• Because it is retail therapy 
• Way to relieve stress 
• Helps lift my mood 
• Because it makes me feel special 
• Because it is fun 
• Distraction from everyday routine 
• When I want to treat myself to something special 
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6.5.6.2   Fashion Interest 
Fashion Interest has been identified as the factor of this research data with the second 
highest percentage of the Total Variance Explained. This second factor has been 
interpreted as Fashion Interest due to its inclusion of the scale items identified and 
adapted from the academic literature surrounding the plus size fashion online 
shopping motivations that incorporate an interest in fashion and being fashionable, as 
displayed in Figure 6.12.  
 
Figure 6.12   Factor 2 loading scale items 
 
 
 
 
 
The scale items that load onto the Factor 2 are related to the following fashion interest 
variables: interest in fashion (O’Cass, 2004; Goldsmith and Flynn, 2005; Kim, 2006; 
McCabe et al. 2007; To et al. 2007; Kang and Park-Poaps, 2010); having a 
fashionable wardrobe (Dias, 2003; Girard et al. 2003; Newman and Patel, 2004; Chae 
et al. 2006; Cowart and Goldsmith, 2007; Kamendiou et al. 2007; Tiggeman and 
Lacey, 2009); keeping up-to-date with new trends (Parsons, 2002; Nguyen et al. 2007; 
To et al. 2007; Kang and Park-Poaps, 2010); enjoyment of being fashionable (Childers 
et al. 2001; Sweeney and Soutar; 2001; Newman and Patel, 2004; Yoh et al. 2003; 
Jamal et al. 2006; Cowart and Goldsmith, 2007; Michon et al. 2007; Husic and Cicic, 
2009); and fashionable colours (Kind and Hathcote, 2000; Chae et al. 2006; Joung 
and Miller, 2006). 
 
6.5.6.3   Selection 
This third factor has been interpreted as Selection due to its inclusion of the scale 
items identified and adapted from academic literature surrounding the plus size 
fashion online shopping motivations that incorporate a desire to access a selection of 
fashionable products, as displayed in Figure 6.13.  
 
 
 
Factor 2 
• Strong interest in new fashions 
• To increase the number of fashionable garments in my wardrobe 
• Keep up-to-date with new trends 
• I enjoy being fashionable 
• I can buy garments in a range of fashionable colours 
 
Statistical Data Analysis and Discussion Chapter 6 
 
Analysis and Conceptualisation of Plus Size Fashion Online Shopping Motivations 168
Figure 6.13   Factor 3 loading scale items 
 
 
 
 
 
 
The scale items that load onto the Factor 3 are related to the following selection 
variables: access to fashionable clothing that cannot be found elsewhere 
(Schoenbachler and Gordon, 2002; Swinyard and Smith, 2003; Shang et al. 2005; 
Allred et al. 2006; Lester et al. 2006); access to a selection of clothing in the 
respondents’ size (Szymanski and Hise 2000; Newman and Patel, 2004; Levin et al. 
2003; McCabe et al. 2007; Rajamma et al. 2007; To et al. 2007); general fit (Dias, 
2003; Chae et al. 2006; Kameniou et al. 2007); flattering garments (Dias, 2003; Chae 
et al. 2006; Kameniou et al. 2007; Tiggeman and Lacey, 2009); garments for different 
social occasions and different seasons (Joung and Miller, 2006; Husic and Cicic, 
2009).  
 
6.5.6.4   Cost Saving 
This fourth factor has been interpreted as Cost Saving due to its inclusion of the scale 
items identified and adapted from the academic literature surrounding the plus size 
fashion online shopping motivations that incorporate a desire to thriftily access 
fashionable clothing, as displayed in Figure 6.14.  
 
Figure 6.14   Factor 4 loading scale items 
 
 
 
 
 
The scale items that load onto the Factor 4 are related to the following cost saving 
variables: saving money and spending less (Chandon et al. 2000; Chen and Chang, 
2003; Hill and Harmon, 2007; Rintamaki et al. 2006; To et al. 2007); competitive 
prices (Noble et al. 2005; Paulins and Geistfeld, 2003; Rohm and Swaminathan, 2004; 
Factor 3 
• To access a selection of fashionable clothing that I cannot find 
anywhere else 
• To access a wide selection of clothes in my size 
• General fit 
• The ‘Simply Be’ fit flatters my shape 
• Access a selection of clothes for different social occasions 
• Access a selection of clothes for different seasons 
 
Factor 4 
• I spend less 
• Offered a competitive price 
• Save money 
• Quality of fabrics 
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Cox et al. 2005; Jamal et al. 2006; Lester et al. 2006; McCabe et al. 2007; Kim and 
Kim, 2008); and quality fabrics (Swinyard and Smith, 2003; Chae et al. 2006; Jamal 
et al. 2006; Cowart and Goldsmith, 2007; Kamenidou et al. 2007; Husic and Cicic, 
2009). 
 
6.5.6.5   Promotion 
This fifth factor has been interpreted as Promotion due to its inclusion of the scale 
items identified and adapted from academic literature surrounding the plus size 
fashion online shopping motivations that incorporate responding to retailer 
promotional activities, as displayed in Figure 6.15.  
 
Figure 6.15   Factor 5 loading scale items 
 
 
 
 
 
The scale items that loaded onto the Factor 5 are related to the following promotion 
variables: discount incentives (Machliet et al. 2005; Shang et al. 2005); and 
promotional e-mails (Swinyard and Smith, 2003; Shang et al. 2005). 
 
6.5.6.6   Value 
This sixth factor has been interpreted as Value due to its inclusion of the scale items 
identified and adapted from academic literature surrounding the plus size fashion 
online shopping motivations that incorporate the concepts of consumers seeking out 
retailer value marketing activities, as displayed in Figure 6.16.  
 
Figure 6.16   Factor 6 loading scale items 
 
 
 
 
 
Factor 5 
• When I am sent discount incentive through the post 
• When I am sent discount incentive via e-mail 
• When I am sent a promotional e-mail 
 
Factor 6 
• When there are sales 
• When there are discounts 
• To hunt for bargains 
 
Statistical Data Analysis and Discussion Chapter 6 
 
Analysis and Conceptualisation of Plus Size Fashion Online Shopping Motivations 170
The scale items that loaded onto the Factor 6 related to the following value variables: 
shopping when there are sales (Sim and Koi 2002; Girard et al. 2003; Jamal et al. 
2006; Kim, 2006; Cowart and Goldsmith, 2007; Kim and Kim, 2008; Phau and Woo, 
2008; Kang and Park-Poaps, 2010); looking for discounts (Jamal et al. 2006; Kim, 
2006; Venkatesan et al. 2007; Kang and Park-Poaps, 2010); and hunting for bargains 
(Girard et al. 2003; Sim and Koi, 2002; Cox et al. 2005; Jamal et al. 2006; Kim, 2006; 
Hill and Harmon, 2007; McCabe et al. 2007; Kim and Kim, 2008; Phau and Woo, 
2008; Kang and Park-Poaps, 2010). 
 
6.5.6.7   Privacy 
This seventh factor has been interpreted as Privacy due to its inclusion of the scale 
items identified and adapted from academic literature surrounding the plus size 
fashion online shopping motivations that incorporate shopping privacy, as displayed 
in Figure 6.17.  
 
Figure 6.17   Factor 7 loading scale items 
 
 
 
 
The scale items that loaded onto the Factor 7 are related to the following privacy 
variables: avoiding changing rooms (Paulins and Geistfeld, 2003; Newman and Patel, 
2004); avoiding shopping at a clothes store (Swinyard and Smith, 2003; Lester et al. 
2006); and trying things on in the privacy of ones own home (Sim and Koi, 2002; 
Lester et al. 2006; To et al. 2007). 
 
6.5.6.8   Convenience 
This eighth factor has been interpreted as Convenience due to its inclusion of the scale 
items identified and adapted from academic literature surrounding the plus size 
fashion online shopping motivations that incorporate convenience concepts, as 
displayed in Figure 6.18.  
 
 
 
Factor 7 
• Avoid changing rooms 
• Try things on in the privacy of my own home 
• Avoid shopping at a clothes store 
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Figure 6.18   Factor 8 loading scale items 
 
 
 
 
 
The scale items that loaded onto the Factor 8 are related to the following convenience 
variables: fitting in with schedules (Mathwick et al. 2001; Chen and Chang; 2003; 
Paulins and Geistfeld, 2003; Rintamaki et al. 2006; To et al. 2007); shopping without 
going out (Girard et al. 2003; Lester et al. 2006; Rajamma et al. 2007; To et al. 2007); 
and shopping at any time of day or night (Childers et al. 2001; Chen and Chang, 2003; 
Paulins and Geistfeld, 2003; Lester et al. 2006; To et al. 2007). 
 
6.5.6.9   Website Fashionability Functions 
This ninth factor has been interpreted as Website Fashionability Functions due to its 
inclusion of the scale items identified and adapted from academic literature 
surrounding the plus size fashion online shopping motivations that incorporate the 
fashionable elements of a retail website, as displayed in Figure 6.19.  
 
Figure 6.19   Factor 9 loading scale items 
 
 
 
 
 
The scale items that loaded onto Factor 9 are related to the following website 
fashionable functions variables: celebrity style suggestions (Dias, 2003; Chae et al. 
2006; Kamenidou et al. 2007; Husic and Cicic, 2009); catwalk views (Swinyard and 
Smith, 2003; Allred et al. 2006; Kamenidou et al. 2007; To et al. 2007; Kang and 
Park-Poaps, 2010); and being sent a link to a page (Dias, 2003; Rintamaki et al. 2006; 
Beldona et al. 2005; Husic and Cicic, 2009). 
 
 
 
Factor 8 
• Fits around my schedule 
• I can do so without going out 
• I can shop at any time of day/night 
 
Factor 9 
• Celebrity style suggestions 
• Catwalk views 
• When someone sends me a link to a page 
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6.5.7    Unloaded Scale Items  
The following scale items did not load onto a factor and are further discussed in the 
discussion of factors in section 6.5.8 and the discussion of specifc managerial issues 
in section 7.11.1. 
 
• I shop at SimplyBe.co.uk because I can buy fashionable accessories to 
complement my outfits 
• I shop at SimplyBe.co.uk because of the outfit suggestions 
• I shop at SimplyBe.co.uk because I can spread out my payments 
• I shop at SimplyBe.co.uk as soon as the new catalogue comes out 
 
 
6.5.8   Discussion of Factors 
Although the factors are not directly identified from theory, but identified through the 
statistical analysis of Exploratory Factor Analysis (Hair et al. 2010); they can be 
discussed in the context of the concepts reviewed and identified in the research design. 
The following sub-sections discuss each of their factors, their scale items and what 
concepts were identified in the research design. 
 
6.5.8.1   Gratification 
The concept of gratification emerged in both the research design and interpretation of 
the factors extracted from the data in Exploratory Factor Analysis. The extracted and 
interpreted gratification factor, as displayed in Figure 6.20, contains all but one of the 
research design gratification scale items, as displayed in Figure 6.21. 
 
Figure 6.20    Extracted and Interpreted Gratification Factor and Scale Items 
 
 
 
 
 
 
Gratification 
• Because it is retail therapy 
• Way to relieve stress 
• Helps lift my mood 
• Because it makes me feel special 
• Because it is fun 
• Distraction from everyday routine 
• When I want to treat myself to something special 
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Figure 6.21     Research Design Gratification Scale Items  
Gratification 
It helps lift my mood when I shop at SimplyBe.co.uk 
To me, shopping at SimplyBe.co.uk is a way to relieve stress 
I shop at SimplyBe.co.uk because it makes me feel special 
I shop at SimplyBe.co.uk because I enjoy being fashionable 
I shop at SimplyBe.co.uk because it is fun 
I shop at SimplyBe.co.uk when I want to treat myself to something special 
I shop at SimplyBe.co.uk because its retail therapy 
I shop at SimplyBe.co.uk as a distraction from everyday routine 
Shaded scale items feature in factor 
 
The only research design gratification scale item that did not load onto the extracted 
and interpreted gratification factor is ‘I shop at SimplyBe.co.uk because I enjoy being 
fashionable’. All of the other loading scale items have face validity within the 
gratification factor (see section 6.6.9). This indicates that gratification as a plus size 
fashion online shopping motivation is most strongly influenced by the fashion 
shopping experience itself and not as strongly influenced by actually being 
fashionable. 
 
6.5.8.2   Fashion Interest 
The concept of fashion interest emerged in the interpretation of the factors extracted 
from the data in Exploratory Factor Analysis. The extracted and interpreted fashion 
interest factor, as displayed in Figure 6.22, contains three of the research design ideas 
scale items, as displayed in Figure 6.23, two of the research design selection scale 
items, as displayed in Figure 6.24, and one of the research design gratification scale 
items, as displayed in Figure 6.25. 
 
Figure 6.22     Extracted and Interpreted Fashion Interest Factor and Scale Items 
 
 
 
 
 
Fashion Interest 
• Strong interest in new fashions 
• To increase the number of fashionable garments in my wardrobe 
• Keep up-to-date with new trends 
• I enjoy being fashionable 
• I can buy garments in a range of fashionable colours 
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Figure 6.23     Research Design Ideas Scale Items  
Ideas 
I shop at SimplyBe.co.uk because I have a strong interest in new fashions 
Shopping at SimplyBe.co.uk helps me keep up-to-date with new trends 
I shop at SimplyBe.co.uk because of the outfit suggestions 
I shop at SimplyBe.co.uk because of the catwalk views 
I shop at SimplyBe.co.uk because of the celebrity style suggestions 
I shop at SimplyBe.co.uk when someone sends me a link to a page 
Shaded scale items feature in factor 
 
Figure  6.24    Research Design Selection Scale Items  
Selection 
I shop at SimplyBe.co.uk to access a wide selection of clothes in my size 
I shop at SimplyBe.co.uk to access a selection of fashionable clothing that I cannot find 
elsewhere 
I shop at SimplyBe.co.uk to access a selection of clothes for different seasons 
I shop at SimplyBe.co.uk to access a selection of clothes for different social occasions 
I shop at SimplyBe.co.uk because of the quality of fabrics 
I shop at SimplyBe.co.uk because of general fit 
I shop at SimplyBe.co.uk because the 'Simply Be fit' flatters my shape 
I shop at SimplyBe.co.uk to increase the number of fashionable garments in my wardrobe 
I shop at SimplyBe.co.uk because I can buy fashionable accessories to complement my outfits 
I shop at SimplyBe.co.uk because I like to buy garments in a range of fashionable colours 
Shaded scale items feature in factor  
 
Figure 6.25     Research Design Gratification Scale Items  
Gratification 
It helps lift my mood when I shop at SimplyBe.co.uk 
To me, shopping at SimplyBe.co.uk is a way to relieve stress 
I shop at SimplyBe.co.uk because it makes me feel special 
I shop at SimplyBe.co.uk because I enjoy being fashionable 
I shop at SimplyBe.co.uk because it is fun 
I shop at SimplyBe.co.uk when I want to treat myself to something special 
I shop at SimplyBe.co.uk because its retail therapy 
I shop at SimplyBe.co.uk as a distraction from everyday routine 
Shaded scale items feature in factor 
 
All of the research design scale items that loaded onto the extracted and interpreted 
fashion interest factor are those related to fashion interest, all having face validity 
within the factor (see section 6.6.9). This indicates that fashion interest is a significant 
plus size fashion online shopping motivation, independent of the concepts identified 
within the research design. 
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6.5.8.3   Selection 
The concept of selection emerged in the interpretation of the factors extracted from 
the data in Exploratory Factor Analysis and as part of the selection concept identified 
in the research design. The extracted and interpreted selection factor, as displayed in 
Figure 6.26, contains six of the ten research design selection scale items, as displayed 
in Figure 6.27. 
 
Figure 6.26     Extracted and Interpreted Selection Factor and Scale Items 
 
 
 
 
 
 
Figure 6.27     Research Design Selection Scale Items 
Selection 
I shop at SimplyBe.co.uk to access a wide selection of clothes in my size 
I shop at SimplyBe.co.uk to access a selection of fashionable clothing that I cannot find 
elsewhere 
I shop at SimplyBe.co.uk to access a selection of clothes for different seasons 
I shop at SimplyBe.co.uk to access a selection of clothes for different social occasions 
I shop at SimplyBe.co.uk because of the quality of fabrics 
I shop at SimplyBe.co.uk because of general fit 
I shop at SimplyBe.co.uk because the 'Simply Be fit' flatters my shape 
I shop at SimplyBe.co.uk to increase the number of fashionable garments in my wardrobe 
I shop at SimplyBe.co.uk because I can buy fashionable accessories to complement my outfits 
I shop at SimplyBe.co.uk because I like to buy garments in a range of fashionable colours 
Shaded scale items feature in factor 
 
The research design scale items that loaded onto the extracted and interpreted 
selection factor are those related to selection, all having face validity within the factor 
(see section 6.6.9). This indicates that selection, although related to fashion products, 
has a strong selection specific focus, as the more fashion specific scale items did not 
load onto the factor.  
 
One of the research design selection scale items in particular did not load onto a factor 
during Exploratory Factor Analysis extraction: ‘because I can buy fashionable 
accessories to complement my outfits’, indicating that accessories may not be a 
significant fashion selection product category to the respondents. Another of the 
Selection 
• To access a selection of fashionable clothing that I cannot find 
anywhere else 
• To access a wide selection of clothes in my size 
• General fit 
• The ‘Simply Be’ fit flatters my shape 
• Access a selection of clothes for different social occasions 
• Access a selection of clothes for different seasons 
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research design selection scale items was eliminated through the modification process 
of Confirmatory Factor Analysis (section 6.6.2.5.1): ‘quality of fabrics’, indicating 
that the quality of fabrics may not be a significant fashion selection product 
characteristic to the respondents. 
 
6.5.8.4   Cost Saving 
The concept of cost saving emerged in both the interpretation of the factors extracted 
from the data in Exploratory Factor Analysis and as a concept identified in the 
research design. The extracted and interpreted cost saving factor, as displayed in 
Figure 6.28, contains all of the research design cost saving scale items, as displayed in 
Figure 6.29. 
 
Figure 6.28     Extracted and Interpreted Cost Saving Factor and Scale Items 
 
 
 
 
Figure 6.29     Research Design Cost Saving Scale Items 
Cost Saving 
I shop at SimplyBe.co.uk to save money 
I spend less when I shop at SimplyBe.co.uk 
SimplyBe.co.uk offers me a competitive price 
Shaded scale items feature in factor 
 
The research design scale items that loaded onto the extracted and interpreted cost 
saving factor are those related to cost saving, all having face validity within the factor 
(see section 6.6.9). This indicates that cost saving is a strong and defined influence on 
plus size fashion consumers and their fashion online shopping motivations. The 
research design selection scale item ‘quality of fabrics’ initially loaded onto the cost 
saving factor in Exploratory Factor Analysis but was subsequently eliminated in the 
modification process of Confirmatory Factor Analysis (section 6.6.2.5.1). This 
indicates a link between cost saving and quality that is apparent, but not significantly 
so in the context of plus size fashion online shopping motivations. 
 
 
Cost Saving 
• I spend less 
• Offered a competitive price 
• Save money 
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6.5.8.5   Promotion 
The concept of promotion emerged in the interpretation of the factors extracted from 
the data in Exploratory Factor Analysis as a dimension of the concept of value 
identified in the research design. The extracted and interpreted promotion factor, as 
displayed in Figure 6.30, contains three of the research design value scale items, as 
displayed in Figure 6.31. 
 
Figure 6.30     Extracted and Interpreted Promotion Factor and Scale Items 
 
 
 
 
 
 
Figure 6.31     Research Design Value Scale Items  
Value 
I shop at SimplyBe.co.uk when there are sales 
I enjoy looking for discounts when shopping at SimplyBe.co.uk 
I enjoy hunting for bargains when shopping at SimplyBe.co.uk 
I shop at SimplyBe.co.uk when I am sent a promotional e-mail 
I shop online at SimplyBe.co.uk when I am sent discount incentives through the post 
I shop online at SimplyBe.co.uk when I am sent discount incentives via e-mail 
I shop online at SimplyBe.co.uk when I am sent a new catalogue 
I like shopping at SimplyBe.co.uk because I can spread out my payments 
                                            Shaded scale items feature in factor 
 
The research design scale items that loaded onto the extracted and interpreted 
promotion factor are those related to fashion retailer promotion activity, all having 
face validity within the factor (see section 6.6.9). This indicates that the promotional 
activity conducted by online fashion retailers has a significant and specific influence 
on plus size fashion consumers and their fashion online shopping motivations as they 
provide incentive to shop online. 
 
 6.5.8.6   Value 
The concept of value emerged in both the interpretation of the factors extracted from 
the data in Exploratory Factor Analysis and as a concept identified in the research 
design. The extracted and interpreted value factor, as displayed in Figure 6.32, 
contains three of the research design value scale items, as displayed in Figure 6.33. 
Promotion 
• When I am sent discount incentive through the post 
• When I am sent discount incentive via e-mail 
• When I am sent a promotional e-mail 
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Figure 6.32     Extracted and Interpreted Value Factor and Scale Items 
 
 
 
 
Figure 6.33     Research Design Value Scale Items 
Value 
I shop at SimplyBe.co.uk when there are sales 
I enjoy looking for discounts when shopping at SimplyBe.co.uk 
I enjoy hunting for bargains when shopping at SimplyBe.co.uk 
I shop at SimplyBe.co.uk when I am sent a promotional e-mail 
I shop online at SimplyBe.co.uk when I am sent discount incentives through the post 
I shop online at SimplyBe.co.uk when I am sent discount incentives via e-mail 
I shop online at SimplyBe.co.uk when I am sent a new catalogue 
I like shopping at SimplyBe.co.uk because I can spread out my payments 
 Shaded scale items feature in factor 
 
The research design scale items that loaded onto the extracted and interpreted value 
factor are those related to the consumers’ response to value, all having face validity 
within the factor (see section 6.6.9). This indicates that the plus size fashion 
consumers and their desire to find value fashion products has specific influence on 
their fashion online shopping motivations.  
 
Two of the research design value scale items in particular did not load onto a factor 
during Exploratory Factor Analysis extraction: ‘when I am sent a new catalogue’ and 
‘because I can spread my payments’. This indicates that the fashion retailer’s 
catalogue provision and the ability to spread payments were not strong influences on 
the plus size fashion consumers’ motivations to shop online as they are not key 
features of online shopping. 
 
6.5.8.7   Privacy 
The concept of privacy emerged in the interpretation of the factors extracted from the 
data in Exploratory Factor Analysis as a dimension of the concept of convenience 
identified in the research design. The extracted and interpreted privacy factor, as 
displayed in Figure 6.34, contains three of the research design convenience scale 
items, as displayed in Figure 6.35. 
 
Value 
• When there are sales 
• When there are discounts 
• To hunt for bargains 
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Figure 6.34     Extracted and Interpreted Privacy Factor and Scale Items 
 
 
 
 
Figure 6.35     Research Design Convenience Scale Items 
Convenience 
I shop at SimplyBe.co.uk because I can shop any time day or night 
I shop at SimplyBe.co.uk because I can do so without going out 
I shop at SimplyBe.co.uk because it fits in with my schedule 
I shop at SimplyBe.co.uk to avoid shopping at a clothes store 
I shop at SimplyBe.co.uk to avoid changing rooms 
I shop at SimplyBe.co.uk to try things on in the privacy of my own home 
Shaded scale items feature in factor 
 
The research design scale items that loaded onto the extracted and interpreted privacy 
factor are those related to privacy, all having face validity within the factor (see 
section 6.6.9). This indicates that the plus size fashion consumers are specifically 
influenced by their desire for privacy when being motivated to shop online for fashion.  
 
6.5.8.8   Convenience 
The concept of convenience emerged in both the interpretation of the factors extracted 
from the data in Exploratory Factor Analysis and as a concept identified in the 
research design. The extracted and interpreted convenience factor, as displayed in 
Figure 6.36, contains three of the research design convenience scale items, as 
displayed in Figure 6.37. 
 
Figure 6.36     Extracted and Interpreted Convenience Factor and Scale Items 
 
 
 
 
Privacy 
• Avoid changing rooms 
• Try things on in the privacy of my own home 
• Avoid shopping at a clothes store 
 
Convenience 
• Fits around my schedule 
• I can do so without going out 
• I can shop at any time of day/night 
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Figure 6.37     Research Design Convenience Scale Items 
Convenience 
I shop at SimplyBe.co.uk because I can shop any time day or night 
I shop at SimplyBe.co.uk because I can do so without going out 
I shop at SimplyBe.co.uk because it fits in with my schedule 
I shop at SimplyBe.co.uk to avoid shopping at a clothes store 
I shop at SimplyBe.co.uk to avoid changing rooms 
I shop at SimplyBe.co.uk to try things on in the privacy of my own home 
Shaded scale items feature in factor 
 
The research design scale items that loaded onto the extracted and interpreted 
convenience factor are those related to the convenience of online shopping, all having 
face validity within the factor (see section 6.6.9). This indicates that for plus size 
fashion consumers, the convenience of online shopping influences their fashion online 
shopping motivations.  
 
6.5.8.9   Website Fashion Functions 
The concept of website fashion functions emerged in the interpretation of the factors 
extracted from the data in Exploratory Factor Analysis as a dimension of the concept 
of ideas identified in the research design. The extracted and interpreted website 
fashion functions factor, as displayed in Figure 6.38, contains three of the research 
design ideas scale items, as displayed in Figure 6.39. 
 
Figure 6.38     Extracted and Interpreted Website Fashion Functions Factor and Scale Items 
 
 
 
 
Figure 6.39     Research Design Ideas Scale Items 
Ideas 
I shop at SimplyBe.co.uk because I have a strong interest in new fashions 
Shopping at SimplyBe.co.uk helps me keep up-to-date with new trends 
I shop at SimplyBe.co.uk because of the outfit suggestions 
I shop at SimplyBe.co.uk because of the catwalk views 
I shop at SimplyBe.co.uk because of the celebrity style suggestions 
I shop at SimplyBe.co.uk when someone sends me a link to a page 
Shaded scale items feature in factor 
 
The research design scale items that loaded onto the extracted and interpreted website 
fashion functions factor are those related to the fashion information functions of 
Website Fashion Functions 
• Celebrity style suggestions 
• Catwalk views 
• When someone sends me a link to a page 
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online fashion retailer websites, all having face validity within the factor (see section 
6.6.9). This indicates that the fashion information provided to plus size fashion 
consumers on online fashion retail websites via fashion functions has a specific 
influence on their motivation to shop for fashion online. One of the research design 
ideas scale items in particular did not load onto a factor during Exploratory Factor 
Analysis extraction: ‘because of the outfit suggestions’, indicating that the 
respondents may not be aware of the website fashion outfit suggestion function or 
may not notice or be responsive to it. 
 
6.5.8.10   Key Discussion Points Summary 
Figure 6.40 displays a summary of the key discussion points of the discussion of the 
plus size fashion online shopping motivations factors extracted through Exploratory 
Factor Analysis. 
 
Figure 6.40   Exploratory Factor Analysis Key Discussion Points 
Key Discussion Points 
• gratification as a plus size fashion online shopping motivation is most strongly influenced 
by the fashion shopping experience itself and not as strongly influenced by fashion related 
factors. 
• fashion interest is a significant plus size fashion online shopping motivation independent 
of the concepts identified within the research design. 
• selection, although related to fashion products, has a strong selection focus, as the more 
fashion specific scale items did not load onto the factor.  
• cost saving is a strong and defined influence on plus size fashion consumers and their 
fashion online shopping motivations. 
• promotional activity conducted by online fashion retailers has a significant and specific 
influence on plus size fashion consumers and their fashion online shopping motivations as 
they provide incentive to shop online. 
• plus size fashion consumers and their desire to find value fashion products has specific 
influence on their fashion online shopping motivations. 
• plus size fashion consumers are specifically influenced by their desire for privacy when 
being motivated to shop online for fashion. 
• for plus size fashion consumers, the convenience of online shopping influences their fashion 
online shopping motivations. 
• fashion information provided to plus size fashion consumers on online fashion retail 
websites via fashion functions has a specific influence on their motivation to shop for 
fashion online. 
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6.5.9   Reliability Analysis 
Cronbach’s Alpha (see section 6.4.2) is used again at this point in this research to 
assess internal consistency reliability of the nine factors extracted through Exploratory 
Factor Analysis. As displayed in Figure 6.41, each of the factors has a Cronbach 
Alpha co-efficient above 0.7, and hence are reliable factors. 
 
Figure 6.41   Reliability of Exploratory Factor Analysis Factors 
 
Factor Cronbach’s Alpha No. Scale Items 
 
1 .902 7 
2 .870 5 
3 .849 6 
4 .837 4 
5 .861 3 
6 .881 3 
7 .869 3 
8 .802 3 
9 .802 3 
 
 
The factor with the strongest reliability is the first factor with the highest percentage 
of the Total Variance Explained. This may be due to this factor having the highest 
number of scale items. It contains the seven plus size fashion online shopping 
motivations scale items displayed in Figure 6.42. 
 
Figure 6.42   Factor 1 - Strongest Reliability 
 
 
 
 
 
 
Factor 1 
• Because it is retail therapy 
• Way to relieve stress 
• Helps lift my mood 
• Because it makes me feel special 
• Because it is fun 
• Distraction from everyday routine 
• When I want to treat myself to something special 
Statistical Data Analysis and Discussion Chapter 6 
 
Analysis and Conceptualisation of Plus Size Fashion Online Shopping Motivations 183
The factors with the joint weakest reliability are the two factors with the lowest 
highest percentage of the Total Variance Explained. Factor 8 contains the three plus 
size fashion online shopping motivations scale items displayed in Figure 6.43. 
 
Figure 6.43   Factor 8 - Joint Weakest Reliability 
 
 
 
 
 
Factor 9 contains the following three plus size fashion online shopping motivations 
scale items displayed in Figure 6.44. 
 
Figure 6.44   Factor 9 - Joint Weakest Reliability 
 
 
 
 
 
This may be due to these factors having the least number of scale items. It may also 
be due to the respondents not being aware of the website fashionability functions 
described in the statements or not having used them. 
 
6.5.10   Exploratory Factor Analysis Summary 
Exploratory Factor Analysis has academically: confirmed the factorability of the data 
(section 6.5.1); extracted nine plus size fashion online shopping motivation factors 
(section 6.5.2); identified the variance explained by the factors (section 6.5.3); 
verified the scale items loaded onto the factors (section 6.5.4); interpreted the factors 
(section 6.5.6); identified unloaded scale items (section 6.5.7); discussed the factors 
(section 6.5.8); and verified the reliability of the factors (section 6.5.9). The key 
findings are depicted in the Exploratory Factor Analysis of plus size fashion online 
shopping motivations model in Figure 6.45. 
Factor 8 
• Fits around my schedule 
• I can do so without going out 
• I can shop at any time of day/night 
 
Factor 9 
• Celebrity style suggestions 
• Catwalk views 
• When someone sends me a link to a page 
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Figure 6.45   Exploratory Factor Analysis of Plus Size Fashion Online Shopping Motivations - 
Total Variance Explained/(loading) 
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Fashion Interest 
• Strong interest in new fashions   (.791) 
• To increase the number of fashionable garments in my wardrobe(.781) 
• Keep up-to-date with new trends   (.673) 
• I enjoy being fashionable   (.630) 
• I can buy garments in a range of fashionable colours   (.592) 
 
Gratification 
• Because it is retail therapy   (.792) 
• Way to relieve stress   (.767) 
• Helps lift my mood   (.738) 
• Because it makes me feel special   (.720) 
• Because it is fun   (.705) 
• Distraction from everyday routine   (.703) 
• When I want to treat myself to something special   (.579) 
Cost Saving 
• I spend less   (.738) 
• Offered a competitive price   (.732) 
• Save money   (.677) 
• Quality of fabrics   (.527) 
 
Promotion 
• When I am sent discount incentive through the post   (.781) 
• When I am sent discount incentive via e-mail   (.777) 
• When I am sent a promotional e-mail   (.743) 
 
Privacy 
• Avoid changing rooms   (.857) 
• Try things on in the privacy of my own home   (.781) 
• Avoid shopping at a clothes store   (.765) 
 
Convenience 
• Fits around my schedule   (.798) 
• I can do so without going out   (.777) 
• I can shop at any time of day/night   (.708) 
 
Website Fashion Functions 
• Celebrity style suggestions   (.738) 
• Catwalk views   (.722) 
• When someone sends me a link to a page   (.586) 
 
Selection 
• To access a selection of fashionable clothing that I cannot find 
anywhere else   (.717) 
• To access a wide selection of clothes in my size   (.699) 
• General fit   (.688) 
• The ‘Simply Be’ fit flatters my shape   (.643) 
• Access a selection of clothes for different social occasions   (.626) 
• Access a selection of clothes for different seasons   (.583) 
 
Value 
• When there are sales   (.834) 
• When there are discounts   (.806) 
• To hunt for bargains   (.784) 
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6.6   Confirmatory Factor Analysis 
Confirmatory Factor Analysis is used to provide a confirmatory test of how well the 
scale items fit the factors identified through Exploratory Factor Analysis (see Section 
6.5) in the form of a measurement theory (Hair et al. 2010). A measurement theory 
specifies a theoretical model of systematic factors of scale items (Bharati and 
Chaudhury, 2004) that is logical and developed from existing academic theory and 
research (Sureshchandar, Rajendran and Anantharaman, 2002). For this research the 
measurement model represents the plus size fashion online shopping motivations 
scale items identified within existing academic literature and the factors onto which 
they loaded most highly through previous Exploratory Factor Analysis. 
 
Confirmatory Factor Analysis quantifies all unknown aspects of the identified 
Confirmatory Factor Analysis model of factors and tests its consistency with the 
research data (Raykov and Marcoulides, 2008), whilst facilitating scale refinement 
through subsequent modification (Sureshchandar et al. 2002). The Confirmatory 
Factor Analysis model allows analysis of the link between the factors and their 
measured variables (Byrne, 2001), also assessing its construct validity; i.e. the extent 
to which the factors are actually reflected by their loaded scale items (Sureshchandar 
et al. 2002; Hair et al. 2010).  
 
Confirmatory Factor Analysis is a multi-faceted process using the following 
academically verified and utilised data analyses: Goodness-of-Fit; Unidimensionality; 
Reliability; Validity; and Inter-Item Correlation (see Bosscher and Smit, 1998; Mak 
and Sockel, 2001; Sureshchandar et al. 2002; Bharati and Chaudhury, 2004; Wang 
and Ahmed, 2004; Shalom and Boehnke, 2004; Miller, 2009). 
 
 6.6.1   Confirmatory Factor Analysis Model 
The Confirmatory Factory Analysis model developed in AMOS Graphics for this 
research, as displayed in Figure 6.46, identifies each of the factors identified in 
Exploratory Factor Analysis (ovals); their loaded scale items (rectangles); and the 
relationships between them (single-headed arrow from each factor to its loaded scale 
items). It specifies all of the factors as covaried and unanalysed (Kline, 2005); i.e. all 
linked to one another with no identified direction of relationship (double-headed 
arrows). All of the unknown parameters are optimally estimated in order to test the fit 
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of the model to the research data (Raykov and Marcoulides, 2008); i.e. errors (circles) 
and their relationship to the scale items (single-headed arrow from each error to its 
scale item). 
 
 
Figure 6.46   Confirmatory Factor Analysis Model 
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6.6.2   Goodness-of-Fit Analysis 
Goodness-of-Fit analysis assesses the adequacy of the Confirmatory Factor Analysis 
model in representing a given set of data (Mak and Sockel, 2001). It measures 
specified unique characteristics of a model to indicate the extent to which they match 
required values (Tabachnick and Fidell, 2007) and whether or not to modify the 
model. Three fit indices provide adequate evidence of the Goodness-of-Fit of a model, 
including a Chi-Square index; one incremental fit index; and one absolute fit index 
(Hair et al. 2010). The Goodness-of-Fit measures and their suggested target values are 
displayed in Figure 6.47 and discussed in the subsequent sub-sections. 
 
Figure 6.47   Goodness-of-Fit Measures and Target Values 
Fit Measure Academic Target Value 
Relative Chi-Square < 5 (Schumacker and Lomax, 2004) 
< 3 (Kline, 1998) 
RMSEA 
absolute fit index 
< 0.1 (Hair et al. 2010) 
< 0.08  (Miller, 2009) 
< 0.06 (Tabachnick and Fidell, 2007) 
< 0.05 (Schumacker, 2002) 
CFI 
incremental fit index 
> 0.9 (Mak and Sockel, 2001; Miller, 2009; Hair et al. 2010) 
> 0.95 (Tabachnick and Fidell, 2007) 
 
6.6.2.1   Relative Chi-Square 
The key Goodness-of-Fit measure is the Chi-Square (Hair et al. 2010) and the 
academically verified target value for the relative Chi-Square is below 5 (Schumacker 
and Lomax, 2004); preferably below 3 (Kline, 1998). This Chi-Square index is less 
sensitive to significant sample size (N > 500) induced differences than the Chi-Square 
test itself where the requirement is p > 0.5 (Tabachnick and Fidell, 2007). 
 
6.6.2.2   Root Mean Square Error of Approximation (RMSEA) 
The RMSEA is an absolute fix index used for samples of 500 and above and indicates 
the extent to which a model fits a population (Hair et al. 2010). It compares the lack of 
fit of a model assessing its misspecification (Miller, 2009) to that of an equivalent 
perfect/saturated model relative to the model degrees of freedom (Tabachnick and 
Fidell, 2007) and ‘is especially sensitive to models with misspecified factor loadings’ 
(Schwartz and Boehnke, 2004, p.240). The academically verified target value is below 
Statistical Data Analysis and Discussion Chapter 6 
 
Analysis and Conceptualisation of Plus Size Fashion Online Shopping Motivations 188
0.1 (Hair et al. 2010); below 0.08 (Miller, 2009); preferably below 0.06 (Tabachnick 
and Fidell, 2007); or even below 0.05 (Schumacker, 2002) if possible. 
 
6.6.2.3   Comparative Fit Index (CFI) 
CFI is an incremental fit index that assesses ‘the improvement of fit of the 
hypothesised model to the null model’ (Miller, 2009, p.335) and is effective for small 
and large sized samples (Tabachnick and Fidell, 2007). The academically verified 
target value is approximately 0.9 (Schumacker, 2002); or preferably to be greater than 
0.9 (Mak and Sockel, 2001; Miller, 2009; Hair et al. 2010) or 0.95 (Tabachnick and 
Fidell, 2007).  CFI also indicates unidimensionality of a Confirmatory Factor 
Analysis Model when valued above 0.9 (Byrne, 2001; Sureshchandar, 2002) (see 
Section 6.6.4). 
 
6.6.2.4   Summary of Goodness-of-Fit Measures 
There are three Goodness-of-Fit measures identified for the Confirmatory Factor 
Analysis of this research data comprising of a sample of 502 respondents including: a 
chi-square index; an incremental index; and an absolute index. It is academically 
accepted that the initial Confirmatory Factor Analysis model is unlikely to fit an 
analysed set of data before modification (Raykov et al. 2008). 
 
6.6.2.5   Assessing the Fit of the Confirmatory Factor Analysis Model 
Since assessing the fit of the model involves interpreting or comparing its fit indices 
for alternative models (Schumacker, 2002), it requires the use of specifically 
developed statistical software (Raykov et al. 2008). In this research AMOS Graphics 
was utilised to interpret the fit of the Confirmatory Factor Analysis model and 
produce the Goodness-of-Fit measures displayed in Figure 6.48.  
 
Figure 6.48   Confirmatory Factor Analysis Model Goodness-of-Fit Measures* 
Fit Measure Initial Model Academic Target Value Fitness 
Relative Chi-Square 2.991 < 5 or  < 3 Y 
RMSEA .063 < 0.1  or  < 0.06  or  < 0.05  Y 
CFI .894 > 0.9 or  > 0.95 N 
*See Appendix 2 for full Goodness-of-Fit measures. 
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As only two of the Goodness-of-Fit measures match the academic target values, this 
initial Confirmatory Factor Analysis model was deemed not to have sufficient 
Goodness-of-Fit, requiring model modification. 
 
6.6.2.5.1   Modification 
The following model diagnostics are assessed in order to determine how a 
Confirmatory Factor Analysis Model should be modified: path estimates; 
standardized residuals; and modification indices (Hair et al. 2010). The most common 
modifications used to attain a Confirmatory Factor Analysis Model with satisfactory 
Goodness-of-Fit to research data is: statistically identifying a scale items in the model; 
deleting them one at a time; and re-analysing each modified model by Confirmatory 
Factor Analysis and re-assessing it for Goodness-of-Fit (Schumacker, 2002).  
 
The scale item to be deleted from the model is identified using the AMOS Graphics 
output of the Confirmatory Factor Analysis and is the variable with the highest 
Modification Index of the Regression Weight measures. 
 
Figure 6.49   Confirmatory Factor Analysis Modification Indices* 
   M.I. Par Change 
CS4 <--- CONVENIENCE 9.183 .178 
CS4 <--- VALUE 6.499 .141 
CS4 <--- PROMOTION 4.668 .122 
CS4 <--- SELECTION 30.573 .314 
CS4 <--- FASHION_INTEREST 25.600 .283 
CS4 <--- GRATIFICATION 12.302 .196 
*See Appendix 3 for full Modification Indices. 
 
The highest modification index value of the first modified Confirmatory Factor 
Analysis Model exists between the factor Selection and scale item CS4 with M.I. 
value 30.573 and Par Change value .314; as displayed in Figure 6.49. Hence, when 
this variable is deleted from the Confirmatory Factor Analysis Model, the Chi-Square 
value will be reduced by 30.573 and the approximate parameter change is .314. The 
scale item to be deleted from the Confirmatory Factor Analysis Model is CS4; 
‘quality of fabrics’ and is interpreted and section 6.5.8.4. 
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 6.6.2.5.1.i   Modified Model 
The modified and re-analysed Confirmatory Factor Analysis Model developed in 
AMOS Graphics is displayed in Figure 6.50. 
 
 Figure 6.50   Confirmatory Factor Analysis Modified Model 
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Figure 6.51 displays the Goodness-of-Fit measures for the modified and re-analysed 
Confirmatory Factor Analysis Model. 
 
Figure 6.51   Confirmatory Factor Analysis Modified Model Goodness-of-Fit Measures* 
Fit Measure Modified 
Model 
Academic Target Value Fitness 
Relative Chi-Square 2.792 < 5 or  < 3 Y 
RMSEA .060 < 0.1  or  < 0.06  or  < 0.05  Y 
CFI .907 > 0.9 or  > 0.95 Y 
*See Appendix 4 for full Goodness-of-Fit measures. 
 
As all of the Goodness-of-Fit measures match the academic target values, this second 
modified Confirmatory Factor Analysis model was deemed to have sufficient 
Goodness-of-Fit, requiring no further model modification. 
 
6.6.3   Loadings 
Having fully modified the Confirmatory Factor Analysis Model, the standardised 
regression weights of the scale items loading onto each factor, the unstandardised 
critical ratios of the scale items, and the covariance between the factors (Wang and 
Ahmed, 2004) were extracted from the statistics formulated by AMOS Graphics for 
further analysis is the following subsequent sub-sections, as displayed in Figure 6.52. 
 
The critical ratios are all above 1.96 at between 17.023 and 26.960, indicating that the 
regression weights are statistically significant (Wang and Ahmed, 2004); all of the 
standardised regression weights are between .549 and .945, indicating that the scale-
item loadings to the factors are strong (Chan and Cui, 2004); and the loadings are 
without any cross-loadings (Wang and Ahmed, 2004). The loadings of the 
covariances between the factors are also all positive and between .25 and .63; and 
hence are also statistically significant (Tabachnick and Fidell, 2007). These statistical 
analyses confirm Hypothesis 1. 
 
Hypothesis 1 
A conceptualised multi-factor first-order model representing the correlation between 
components of plus size, fashion online shopping motivations accounts for the 
covariance among the scale items; without cross loadings. 
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Figure 6.52   Loadings of the Confirmatory Factor Analysis Model* 
    
Confirmatory Factor Analysis Loadings - Regression/Covariance/Mean Covariance/(Critical Ratio) 
  R2 G FI S CS Pro V Pri C WFF 
G1 0.64 .802 (21.072)                                 
G2 0.59 .770 (19.852)                                 
G3 0.57 .758 (19.392)                                 
G4 0.63 .796 (20.816)                                 
G5 0.60 .776 (20.047)                                 
G6 0.50 .710 (17.686)                                 
G7 0.46 .676 (16.578)                                 
G    .47   .63   .54   .53   .39   .25   .44   .44   .55   
FI1 0.74    .863 (23.472)                             
FI2 0.73    .856 (23.170)                             
FI3 0.48    .696 (17.142)                             
FI4 0.48    .696 (17.180)                             
FI5 0.48    .695 (17.092)                             
FI        .44   .68   .52   .35   .25   .34   .46   .54   
S1 0.43         .652 (15.549)                         
S2 0.35         .592 (13.723)                         
S3 0.43         .655 (15.117)                         
S4 0.46         .677 (15.916)                         
S5 0.66         .813 (20.707)                         
S6 0.60         .773 (19.247)                         
S            .48   .59   .35   .34   .46   .48   .43   
CS1 0.68             .827 (21.420)                     
CS2 0.50             .705 (17.210)                     
CS3 0.79             .889 (23.717)                     
CS                .45   .21   .25   .52   .43   .52   
Pro1 0.75                 .864 (23.096)                 
Pro2 0.77                 .877 (23.598)                 
Pro3 0.54                 .735 (18.278)                 
Pro                    .33   .63   .24   .20   .36   
V1 0.76                     .869 (23.479)             
V2 0.89                     .945 (26.960)             
V3 0.53                     .731 (18.379)             
V                        .30   .24   .18   .25   
Pri1 0.76                         .874 (23.369)         
Pri2 0.68                         .827 (21.509)         
Pri3 0.64                         .797 (20.457)         
Pri                            .41   .55   .39   
C1 0.57                             .757 (18.095)     
C2 0.64                             .799 (19.170)     
C3 0.53                             .727 (17.023)     
C                                .38   .32   
WFF1 0.77                                 .876 (23.221) 
WFF2 0.79                                 .890 (23.724) 
WFF3 0.30                                 .549 (12.599) 
WFF                                    .41   
*See Appendix 5 for full standard loading measures. 
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6.6.4   Unidimensionality Analysis 
Unidimensionality identifies the existence of an underlying single construct or 
common core of a set of scale items (Wang and Ahmed, 2004) and is a prerequisite 
for the reliability and validity analysis of a Confirmatory Factor Analysis Model 
(Sureshchandar, 2002; Bharati and Chaudhury, 2004). It is deemed a critical analysis 
when a Confirmatory Factor Analysis Model has more than two factors (Hair et al. 
2010). The Comparative Fit Index (CFI) Goodness-of-Fit measure (see section 6.6.2.3) 
indicates unidimensionality of a Confirmatory Factor Analysis Model when valued 
above 0.9 (Byrne, 2001; Sureshchandar, 2002). 
 
6.6.4.1   Unidimensionality of the Confirmatory Factor Analysis Model 
As identified in Figure 6.51, the Comparative Fit Index for the Confirmatory Factor 
Analysis Model is 0.903. Hence, the Confirmatory Factor Analysis Model of this 
research has strong statistical evidence that its scale items have unidimensionality, 
confirming Hypothesis 2. 
 
Hypothesis 2 
Although conceptualised as consisting of multiple components, plus size, fashion 
online shopping motivations account for all of the scale items as one single factor. 
 
 
6.6.5   Reliability Analysis 
Analysing each factor for reliability is a mandatory facet of Confirmatory Factor 
Analysis as it identifies if the factor has the capacity to produce consistent results if 
analysed with different data (Sureshchandar, 2002). The Cronbach Alpha co-efficient 
is processed for each separate component to determine the internal consistency 
reliability of the factors (Bosscher and Smit, 1998; Wang and Ahmed, 2004), 0.7 
being the lowest acceptable reliable value (Hair et al. 2010). 
 
6.6.5.1   Reliability of the Confirmatory Factor Analysis Model 
As displayed in Figure 6.53, each of the pre-modified and modified factors identified 
through Confirmatory Factor Analysis of this research data has a Cronbach Alpha co-
efficient above 0.7, and hence are reliable factors. 
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Figure 6.53   Reliability of Confirmatory Factor Analysis Modified Factors 
 
Factor Pre-Modification 
Cronbach’s Alpha 
No. Scale Items 
 
Modified 
Cronbach’s Alpha 
No. Scale Items 
 
1 .902 7 - - 
2 .870 5 - - 
3 .849 6 - - 
4 .837 4 .848 3 
5 .861 3 - - 
6 .881 3 - - 
7 .869 3 - - 
8 .802 3 - - 
9 .802 3 - - 
 
In comparison to the pre-modified factor, the modified factor has a higher Cronbach 
Alpha value and hence, the Confirmatory Factor Analysis Model has a higher 
reliability than the Exploratory Factor Analysis Model (Chan and Cui, 2004). 
 
 
6.6.7   Convergent Validity 
Convergent validity indicates the degree to which the different scale items within a 
factor have: high correlation (Hair et al. 2010); and produce similar results (Bharati 
and Chaudhury, 2004). The Bentler Bonnet Co-efficient or the Nonnormed Fit Index 
(Bollen, 1986) is a determinant of convergent validity, for which a value of above 0.9 
is required (Sureshchandar et al. 2002) and ‘is the ratio of the difference between the 
chi-square value of the null measurement model and the chi-square value of the 
specified measurement model to the chi-square value of the null measurement model’ 
(Bharati and Chaudhury, 2004). The Nonnormed Fit Index is addressed as the 
Incremental Fit Index (IFI) of Goodness-of-Fit Measures (Tabachnick and Fidell, 
2007). 
 
As identified in Appendix 4, the Incremental Fit Index for the modified Confirmatory 
Factor Analysis Model is 0.907. Hence, the Confirmatory Factor Analysis Model of 
this research has convergent validity. 
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6.6.8   Discriminant Validity 
Discriminant validity indicates the extent of true distinction between two conceptually 
similar factors (Hair et al. 2010) and identifies if a scale item significantly reflects a 
different factor (Bharati and Chaudhury, 2004). Since all standardised loading 
estimates for each of the factors is .5 or higher (see section 6.6.3) and each of the 
factors has a reliability of 0.7 or higher (see section 6.6.5), the average variance 
extracted (AVE) method is the final determinant of discriminant validity (Fornell and 
Larcker, 1981; Hair et al. 2010). The AVE is determined by calculating the sum of all 
of the squared factor loadings of each scale items within the factor, and dividing it by 
the number of scale items (Hair et al. 2010). Discriminant validity is obtained if the 
AVE is greater than the square of the correlations between the factors (Fornell and 
Larcker, 1981). 
 
In order to conduct discriminant validity analysis on the factors, Figure 6.54 displays 
the AVE and squared factor correlations between each factor extracted by the 
Exploratory Factor Analysis. 
 
Figure 6.54   Discriminant Validity Analysis 
 1 2 3 4 5 6 7 8 9 
1 0.515         
2 0.403 0.487        
3 0.289 0.434 0.437       
4 0.305 0.321 0.406 0.454      
5 0.153 0.122 0.123 0.046 0.589     
6 0.063 0.063 0.116 0.068 0.397 0.654    
7 0.194 0.114 0.212 0.276 0.060 0.056 0.643   
8 0.191 0.209 0.228 0.210 0.041 0.031 0.304 0.581  
9 0.303 0.292 0.187 0.293 0.132 0.061 0.148 0.104 0.470 
-Diagonal elements (in bold) represent the AVE (average variance explained) 
-Off-diagonal elements represent the squared factor correlations among factors 
 
 
The discriminant validity analysis identifies that since all factor AVE calculations are 
larger than the factors’ squared correlations between other factors in corresponding 
rows and columns, the factors in this research data analysis are deemed discriminantly 
valid (Hair et al. 2010). 
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6.6.9   Face Validity 
Face validity is an analysis of the scale items within each factor and whether or not at 
face value and according to relevant literature they make sense conceptually (Hair et 
al. 2010). This includes analysis of the scale item loadings, as the higher the loading 
the stronger its conceptual relevance to the factor (Tabachnick and Fidell, 2007). The 
following sub-sections analyse the face validity of each of the factorised and modified 
factors in the context of the reviewed literature, including an analysis of the strength 
of each scale item loading value of the Confirmatory Factor Analysis, as displayed in 
Figure 6.52.  
 
6.6.9.1   Gratification 
The face validity of the gratification factor is determined by the conceptually linked 
loading scale items to the gratification motivation of plus size fashion online shopping, 
as displayed in Figure 6.55. 
 
Figure 6.55   Gratification Factor Loadings 
 
 
 
 
 
 
 
The first and highest loading gratification scale item, loading at .802, is ‘because it is 
retail therapy’. Retail therapy is a therapeutic activity (Woodruffe, 1997; Jamal et al. 
2006) that provides consumers with shopping gratification (Parsons, 2002) and hence, 
has face validity within the gratification factor.  
 
The second highest loading scale item, loading at .796, is ‘because it makes me feel 
special’. Shopping enjoyment through feeling special provides shopping gratification 
by satisfying a need to ‘feel good’ (Gill, 2007), for fashion in particular, helping 
consumers feel better about themselves and their bodies (Tselepis and De Klerk, 
2004). The third highest loading scale item, loading at .776, is ‘because it is fun’. 
Shopping enjoyment through having fun provides shopping gratification for both the 
Gratification 
• Because it is retail therapy   .802 
• Way to relieve stress   .770 
• Helps lift my mood   .758 
• Because it makes me feel special   .796 
• Because it is fun   .776 
• Distraction from everyday routine   .710 
• When I want to treat myself to something special   .676 
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product and experience itself (Jones, 1999), particularly for fashion home shopping 
retailers (Yoh et al. 2003; Song et al. 2007) who provide fun and enjoyment through 
virtual technologies (Kim and Forsythe, 2008). 
 
The fourth highest loading scale item, loading at .770, is ‘way to relieve stress’. 
Reduction in tension due to relieved stress provides shopping gratification as a coping 
strategy (Moschis, 2007) and a means of escaping anxiety (Phau and Woo, 2008). The 
fifth highest loading scale item, loading at .758, is ‘helps lift my mood’. Reduction in 
tension due to mood lifting provides shopping gratification as a pre-meditated mood 
repair (Leung et al. 2003), particularly by shopping for fashion products (Moody et al. 
2010) and can be effectively induced by online imagery (Goritz, 2007). 
 
The sixth highest loading scale item, loading at .710, is ‘distraction from everyday 
routine’. The activity of being distracted from everyday routine provides shopping 
gratification by being used as an escape mechanism from problems and stresses 
(Jamal et al. 2006), fashion in particular being able to become distraction of fantasy 
(Leung et al. 2003). The seventh highest loading scale item, loading at .676, is ‘when I 
want to treat myself to something special’. Treating yourself to something special 
provides shopping gratification as a therapeutic activity (Woodruffe, 1997; Jamal et al. 
2006) which makes the consumer feel better, rewards them or raises their self-esteem 
(Heath et al. 2010). 
 
Retail therapy as an activity gratification has loaded as the scale item with the highest 
influence on plus size fashion online shopping gratification motivation, whilst the 
treating myself to something special as an activity gratification has loaded as the scale 
item with the lowest influence. This indicates that gratification as a plus size fashion 
online shopping motivation is significantly influenced by the plus size fashion 
shopping experience itself, not simply by just the gain of the plus size fashion product. 
 
6.6.9.2   Fashion Interest 
 The face validity of the fashion interest factor is determined by the conceptually 
linked loaded scale items to the fashion interest motivation of plus size fashion online 
shopping, as displayed in Figure 6.56. 
Figure 6.56   Fashion Interest Factor Loadings 
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The first highest loaded scale item, loading at .863, is ‘strong interest in new fashions’. 
A strong interest in new fashions is a key indicator of fashion interest as consumers 
seek fashion information congruent with their self-image (Forney et al. 2005), their 
level of interest, knowledge and familiarity with fashion (O’Cass, 2004), and their 
social groups (Chae et al. 2006; Goldsmith and Flynn, 2005); despite their age (Joung 
and Miller, 2006). 
 
The second loaded scale item, loading at .856, is ‘to increase the number of 
fashionable garments in my wardrobe’. A motivation to increase the number of 
fashionable garments in the consumer’s wardrobe demonstrates a fashion interest as it 
reflects the perceived fashionability of products (Watchravesringkan et al. 2010) and 
fashion consciousness of consumers (Cowart and Goldsmith, 2007). 
 
The third loaded scale item, loading at .696, is ‘keep up-to-date with new trends’. A 
motivation to keep up-to-date with new trends demonstrates a fashion interest in 
fashion, styling or innovations (Arnold and Reynolds, 2003; Parsons 2002; Tauber 
1972). It can be with or without specific need to purchase (To et al. 2007) and may be 
about the retailer or brand rather than the product itself (Lee et al. 1999; Shang et al. 
2005).  
 
The fourth loaded scale item, loading at .696, is ‘I enjoy being fashionable’. Enjoying 
being fashionable demonstrates a fashion interest as enjoyment has a positive impact 
on fashion shopping motivations (Yoh et al. 2003; Song et al. 2007). The enjoyment 
of consuming fashionable products also results in fashion consumer satisfaction 
(Leung et al. 2003). 
 
The fifth loaded scale item, loading at .695, is ‘I can buy garments in a range of 
fashionable colours’. Buying fashion products of a particular fashion specification 
Fashion Interest 
• Strong interest in new fashions   .863 
• To increase the number of fashionable garments in my wardrobe   .856 
• Keep up-to-date with new trends   .696 
• I enjoy being fashionable   .696 
• I can buy garments in a range of fashionable colours   .695 
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demonstrates a fashion interest as consumers are matching their fashion purchases to 
their fashion knowledge (Seock and Bailey, 2008). 
 
A strong interest in new fashions loaded as the scale item with the highest influence 
on plus size fashion online shopping fashion interest motivation, whilst buying 
fashion products in fashionable colours loaded as the scale item with the lowest 
influence. This indicates that fashion interest as a plus size fashion online shopping 
motivation is significantly influenced by fashion and fashionability at an overall 
contextual level, but less so influenced at specific fashion detail level. 
 
6.6.9.3   Selection 
The face validity of the selection factor is determined by the conceptually linked 
loaded scale items to the selection motivation of plus size fashion online shopping, as 
displayed in Figure 6.57. 
 
Figure 6.57   Selection Factor Loadings 
 
 
 
 
 
 
 
The first highest loaded scale item, loading at .813, is ‘access a selection of clothes 
for different social occasions’ and the second highest loaded scale item, loading 
at .773 is ‘access a selection of clothes for different seasons’. Being motivated by 
fashion products for specific occasions or seasons demonstrates a desire for a 
selection of innovative fashion variety (Workman and Johnson, 1993) that keep up 
with the dynamics of fashion seasons (Christopher, 2000) and social occasions. 
 
The third highest loaded scale item, loading at .677, is ‘the ‘SimplyBe’ fit flatters my 
shape’. Being motivated by a flattering fashion product demonstrates a desire for a 
selection of products that has the ability to conceal, compliment and be proportionate 
Selection 
• To access a selection of fashionable clothing that I cannot find 
anywhere else   .652 
• To access a wide selection of clothes in my size   .592 
• General fit   .655 
• The ‘Simply Be’ fit flatters my shape   .677 
• Access a selection of clothes for different social occasions   .813 
• Access a selection of clothes for different seasons   .773 
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to the figure of the fashion consumer (Tate, 2004) whilst allowing freedom to move, 
look good (Tselepis and De Klerk, 2004) and be fashionable. 
 
The fourth highest loaded scale item, loading at .655, is ‘general fit’. Being motivated 
by the general fit of a fashion product demonstrates a desire for a selection of fashion 
products that have appropriate fabric, style, construction, comfort, and suitability for 
the consumers’ figure, purpose or occasion (Tselepis and De Klerk, 2004). Fit and its 
fashion related characteristics have significant impact on consumer satisfaction (Labat 
and Delong, 1990; Otieno et al. 2005), in particular home shopping consumers (Shim 
and Bickle, 1993) and even more specifically plus size fashion consumers (Choudhary 
and Beale, 1998; Kind and Hathcote, 2000; Otieno et al. 2005). 
 
The fifth highest loaded scale item, loading at .652, is ‘to access a selection of 
fashionable clothing that I cannot find anywhere else’. To be able to access fashion 
products that cannot be found elsewhere demonstrates a desire for selection, due to 
poor fashion product provision in the UK fashion market for plus size consumers in 
particular (Kind and Hathcote, 2000). Size variety has been deemed poor even in 
speciality stores (Otieno et al. 2005) despite selection as a product characteristic, 
being a key motivation to shop online (Perea et al. 2004). 
 
The sixth highest loaded scale item, loading at .592, is ‘to access a wide selection of 
clothes in my size’. To access a wide selection of fashion products in a particular size 
range demonstrates a desire for a selection of niche fashion products that are not 
widely distributed (Szymanski and Hise, 2000) with adequate variety (Rohm and 
Swaminathan, 2004) or size ranges (Otieno et al. 2005). 
 
To access fashionable products for different social occasions and seasons loaded as 
the scale items with the highest influences on plus size fashion online shopping 
selection motivation, whilst accessing a wide selection of fashionable products that 
cannot be found elsewhere loaded as the scale items with the lowest influences. This 
indicates that selection as a plus size fashion online shopping motivation is 
significantly influenced by finding specifically motivated fashion products, and less 
so influenced by the actual physical ability to find fashionable products. 
6.6.9.4   Cost Saving 
Statistical Data Analysis and Discussion Chapter 6 
 
Analysis and Conceptualisation of Plus Size Fashion Online Shopping Motivations 201
The face validity of the cost saving factor is determined by the conceptually linked 
loaded scale items to the cost saving motivation of plus size fashion online shopping, 
as displayed in Figure 6.58. 
 
Figure 6.58   Cost Saving Factor Loadings 
 
 
 
 
The first highest loaded scale item, loading at .889, is ‘save money’. Saving money is 
a dimension of cost saving whilst shopping and is primarily a utilitarian dimension of 
online shopping motivations (Rintamaki et al. 2006). Online shopping saves both time 
and money (Forsythe and Shi, 2003), which also has the hedonic benefit of reducing 
the pain of these costs (Chandon et al. 2000). 
 
The second highest loaded scale item, loading at .827, is ‘I spend less’. Spending less 
is a dimension of cost saving whilst shopping and is a key fashion retailing objective 
(Bruce and Daly, 2006) as fashion consumers have an expectation to spend less on 
fashion and in particular spend less when buying fashion online (Yoh et al. 2003). 
 
The third highest loaded scale item, loading at .705, is ‘offered a competitive price’. 
Being offered a competitive price is a dimension of cost saving whilst shopping which 
enhances the overall utilitarian value of a products’ price (Rintamaki et al. 2006). Low 
online output costs (Miller, 2000) that are quickly and easily lowered (Forsythe and 
Shi, 2003) align well with the dynamics of the fashion industry (Christopher et al. 
2004) and encourages competitive prices (Seock and Bailey, 2008). 
 
Saving money loaded as the scale item with the highest influence on plus size fashion 
online shopping cost saving motivation, whilst competitive prices loaded as the scale 
item with the lowest influence. This indicates that cost saving as a plus size fashion 
online shopping motivation is significantly influenced by a desire to get a low price, 
and less so influenced by a desire to get the best price comparatively. 
 
6.6.9.5   Promotion 
Cost Saving 
• I spend less   .827 
• Offered a competitive price   .705 
• Save money   .889 
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The face validity of the promotion factor is determined by the conceptually linked 
loaded scale items to the promotion motivation of plus size fashion online shopping, 
as displayed in Figure 6.59. 
 
Figure 6.59   Promotion Factor Loadings 
 
 
 
 
 
The first highest loaded scale item, loading at .877 is ‘when I am sent discount 
incentives via e-mail’; the second highest loaded scale item, loading at .864, is ‘when 
I am sent discount incentive through the post’; and the third loaded scale item, loading 
at .735 is ‘when I am sent a promotional e-mail’. Being sent discount incentives and 
promotions are promotion activities of online fashion retailers, that enhance the 
perception of the value of their products in comparison to recommended retail price 
(Monroe and Chapman, 1987). Promotions increase shopping motivations of the 
consumers (Chandon et al. 2000) due to increase in consumer response to the product 
(Cotton and Babb, 1978; Lichtenstein et al. 1990; Chiang et al. 2001). Online retailers 
develop marketing campaigns that include discounts and promotions (Seock and 
Bailey, 2008) to increase consumer response and motivaton. 
 
Being sent discount incentives through the post and via e-mail loaded as the scale 
items with the highest influence on plus size fashion online shopping promotion 
motivation, whilst being sent a promotional e-mail loaded as the scale items with the 
lowest influences. This indicates that promotion as a plus size fashion online shopping 
motivation is more influenced by discount incentives than promotional activity. 
 
6.6.9.6   Value 
The face validity of the value factor is determined by the conceptually linked loaded 
scale items to the value motivation of plus size fashion online shopping, as displayed 
in Figure 6.60. 
 
Figure 6.60   Value Factor Loadings 
Promotion 
• When I am sent discount incentive through the post   .864 
• When I am sent discount incentive via e-mail   .877 
• When I am sent a promotional e-mail   .735 
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The first highest loaded scale item, loading at .945, is ‘when there are discounts’. 
Discounts enhance consumer perception of value and value conscious consumers look 
for discounts (Cowart and Goldsmith, 2007) that are regularly provided by fashion 
retailers (Lee and Rhee, 2008). 
 
The second highest loaded scale item, loading at .869, is ‘when there are sales’. Sales 
enhance consumer perception of value, and fashion retailers in particular place a 
higher than value price on fashion products in anticipation of a consumer-expected 
sale (Sallstrom, 2001) that usually occur at the end of each fashion (Fam, 2003). 
Different consumers place different value on fashion products, some placing the value 
on the product and it being up-to-date, whilst others will wait for sales and risk the 
product not being up-to-date, placing more value on price (Nocke and Peitz, 2007).  
 
The third highest loaded scale item, loading at .731, is ‘to hunt for bargains’. Finding 
bargains enhances consumer perception of value and plays a key role in the enjoyment 
of shopping (Cox et al. 2005) being perceived as a game by bargain hunters 
(O’Donnell, 2009), who predict future changes in prices and hunt for the first retailer 
that provides it (Kwon et al. 2010). 
 
Discounts loaded as the scale item with the highest influence on plus size fashion 
online shopping value motivation, whilst hunting for bargains loaded as the scale item 
with the lowest influence. This indicates that value as a plus size fashion online 
shopping motivation is significantly influenced by the consumer driven seeking of the 
retailer provision of value through discounts, and less so influenced by the consumer 
driven hunt for value through bargains. 
 
 
 
6.6.9.7   Privacy 
Value 
• When there are sales   .869 
• When there are discounts   .945 
• To hunt for bargains   .731 
 
Statistical Data Analysis and Discussion Chapter 6 
 
Analysis and Conceptualisation of Plus Size Fashion Online Shopping Motivations 204
The face validity of the privacy factor is determined by the conceptually linked loaded 
scale items to the privacy motivation of plus size fashion online shopping, as 
displayed in Figure 6.61. 
 
Figure 6.61   Privacy Factor Loadings 
 
 
 
 
 
The first highest loaded scale item, loading at .874, is ‘avoid changing rooms’. 
Avoiding the hassle of changing rooms is a dimension of privacy as it eliminates 
having to communicate with sales assistants or other consumers (Harris et al. 1997), 
along with the associated hassle of lowered self esteem in the body-focused changing 
room environment (Tiggeman, 2000).  
 
The second highest loaded scale item, loading at .827, is ‘try things on in the privacy 
of my own home’. Trying things on at home is a dimension of privacy that reflects the 
emotional and psychological motivations of consumer fashion (Kang and Park-Poaps, 
2010). Plus size fashion products in particular are discretionary and more likely to be 
bought in comfort of the consumer’s own home through home shopping mediums 
(McCorkle et al. 1987). 
   
The third highest loaded scale item, loading at .797, is ‘avoid shopping at a clothes 
store’. Avoiding the hassle of shopping in a store is a dimension of privacy as it 
eliminates hassle from sales assistants (Forsythe and Shi, 2003) and other hassles of 
shopping such as: resource: cost; hassle with children; time; crowds; hate shopping; 
felt fat; poor body shape; changing rooms; heat; poor fit; no choice; and sizes; hassles 
most prevalent to plus size consumers (Otieno et al. 2005). 
 
Avoiding changing rooms loaded as the scale item with the highest influence on plus 
size fashion online shopping value motivation, whilst avoiding shopping in a store 
loaded as the scale item with the lowest influence. This indicates that privacy as a plus 
size fashion online shopping motivation is significantly influenced by the consumer-
Privacy 
• Avoid changing rooms   .874 
• Try things on in the privacy of my own home   .827 
• Avoid shopping at a clothes store   .797 
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focused privacy issues of changing rooms, and less so influenced by the retailer-
focused privacy issues of physical retail stores. 
 
6.6.9.8   Convenience 
The face validity of the convenience factor is determined by the conceptually linked 
loaded scale items to the convenience motivation of plus size fashion online shopping, 
as displayed in Figure 6.62. 
 
Figure 6.62   Convenience Factor Loadings 
 
 
 
 
The first highest loaded scale item, loading at .799 is ‘I can do so without going out’. 
Time efficiency is a dimension of convenience of online shopping, as consumers do 
not have to leave their homes or travel to other destinations to make purchases 
(Szymanski and Hise, 2000). Shopping at home makes shopping more convenient and 
comfortable (Wolfinbarger and Gilly, 2001; To et al. 2007) through the ability to not 
have to leave the house (Chen and Chang, 2003). 
 
The second highest loaded scale item, loading at .757, is ‘fits around my schedule’. 
Fitting in with the schedules of the consumers is a dimension of convenience of online 
shopping in particular as they can choose when to shop (To et al. 2007) wherever they 
have convenient access to the internet (Chen and Chang, 2003). 
 
The third highest loaded scale item, loading at .727 is ‘I can shop any time of 
day/night’. Shopping at any time is a dimension of the convenience of online 
shopping as consumers are provided with a 24 hour, 7 days a week non-stop service, 
irrespective of time, or space and weather (Burke, 1997; Hofacker, 2001; Forsythe 
and Shi, 2003; Rohm and Swaminathan, 2004).; Onlne shopping reduces time costs 
spent on shopping (Kim and Kang, 1995; Bhatnagar et al. 2000) as a non-time 
restrictive, entertaining activity (Jones, 1999); especially due to well known brands 
which are deemed to further reduce time spent on quality judgement (Ward and Lee, 
2000). 
Convenience 
• Fits around my schedule   .757 
• I can do so without going out   .799 
• I can shop at any time of day/night   .727 
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Shopping without going out and fitting in with schedules loaded as the scale items 
with the highest influences on plus size fashion online shopping value motivation, 
whilst shopping any time of day/night loaded as the scale item with the lowest 
influence. This indicates that convenience as a plus size fashion online shopping 
motivation is significantly influenced by the consumer-focused hectic schedules of the 
modern-day consumer, and less so influenced by the retailer-focused ability to shop at 
any time. 
 
6.6.9.9   Website Fashion Functions 
The face validity of the website fashion functions factor is determined by the 
conceptually linked loaded scale items to the website fashion functions motivation of 
plus size fashion online shopping, as displayed in Figure 6.63. 
 
Figure 6.63   Website Fashion Functions Factor Loadings 
 
 
 
 
The first highest loaded scale item, loading at .890, is ‘catwalk views’. Catwalk views 
and other interactive online facilities are dimensions of the website fashion functions 
of online fashion retailers who provide their consumers with ideas via the increasingly 
pre-eminent role of interactivity through their online retailing mediums (Rowley, 
2009). Since consumers have become more responsive to advanced online shopping 
technologies (Lee et al. 2010), online retailers have been providing consumers with 
recommendations (Poddar et al. 2009) that provide information on the latest trends 
and products simulated with multiple views of the products (Seock and Bailey, 2008). 
 
The second highest loaded scale item, loading at .876, is ‘celebrity style suggestions’. 
Celebrity suggestions are a dimension of the website fashion functions of an online 
fashion retailer and fashion consumers look for ideas from and look to conform to role 
models (Tselepis and De Klerk, 2004), despite any created or resulting negative 
connotations or scepticism from or towards either the celebrity or brand (Erdogan et al. 
2001; Bailey, 2007).  
Website Fashion Functions 
• Celebrity style suggestions   .876 
• Catwalk views   .890 
• When someone sends me a link to a page   .549 
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The third loaded scale item, loading at .549, is ‘when someone sends me a link to a 
page’. Socially influenced information is a dimension of the website fashion functions 
of online fashion retailers, whose fashion consumers also look to find ideas and 
conform to their social surroundings (Tselepis and De Klerk, 2004). These 
surroundings provide information in multiple and diverse contexts (Bertrandias and 
Goldsmith, 2006) with friends and family playing the most distinct roles; mother-
daughter as a two-way role model exchange (Gavish et al. 2010) for example. 
 
Catwalk views loaded as the scale item with the highest influence on plus size fashion 
online shopping value motivation, whilst being sent a link to a page loaded as the 
scale item with the lowest influence. This indicates that website fashion functions as a 
plus size fashion online shopping motivation is significantly influenced by the 
consumers’ interest in fashion product display fashion functions, and less so 
influenced by the fashion information a friend or family may send the consumer. 
 
6.6.9.10   Key Discussion Points Summary 
Figure 6.64 displays a summary of the key discussion points of the discussion of the 
face validity of the plus size fashion online shopping motivations Confirmatory Factor 
Analysis factor loadings. 
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Figure 6.64   Confirmatory Factor Analysis Face Validity Key Discussion Points 
Key Discussion Points 
• gratification as a plus size fashion online shopping motivation is significantly influenced by 
the plus size fashion shopping experience itself, not simply by just the gain of the plus size 
fashion product. 
• fashion interest as a plus size fashion online shopping motivation is significantly influenced 
by fashion and fashionability as an overall contextual level, but less so influenced at 
specific fashion detail level. 
• selection as a plus size fashion online shopping motivation is significantly influenced by 
finding specifically motivated fashion products, and less so influenced by the actual 
physical ability to find fashionable products. 
• cost saving as a plus size fashion online shopping motivation is significantly influenced by a 
desire to get a low price, and less so influenced by a desire to get the best price 
comparatively. 
• promotion as a plus size fashion online shopping motivation is more influenced by discount 
incentives than promotional activity. 
• value as a plus size fashion online shopping motivation is significantly influenced by the 
consumer driven seeking of retailer provision of value through discounts, and less so 
influenced by the consumer driven hunt for value through bargains. 
• privacy as a plus size fashion online shopping motivation is significantly influenced by the 
consumer-focused privacy issues of changing rooms, and less so influenced by the retailer-
focused privacy issues of physical retail stores. 
• convenience as a plus size fashion online shopping motivation is significantly influenced by 
the consumer-focused hectic schedules of the modern-day consumer, and less so 
influenced by the retailer-focused ability to shop at any time. 
• website fashion functions as a plus size fashion online shopping motivation is significantly 
influenced by the consumers’ interest in fashion product display fashion functions, and 
less so influenced by the fashion information a friend or family may send the consumer. 
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6.6.10   Nomological Validity 
Nomological validity is assessed by comparing the covariance between the factors 
conceptually and determining whether or not they make sense (Hair et al. 2010). The 
following sub-sections analyse the nomological validity of each of the factorised and 
modified factors and their covariances, including an analysis of the strength of each of 
the covariances determined by Confirmatory Factor Analysis, as displayed in Figure 
6.50 and Figure 6.65. 
 
 6.6.10.1   Gratification 
The nomological validity of the gratification factor is determined by conceptually 
viable covariance between the factor and the other plus size fashion online shopping 
motivations factors, as displayed in Figure 6.66. The average gratification covariance 
is 0.47, as displayed in Figure 6.52. 
 
Figure 6.66   Gratification Confirmatory Factor Analysis Correlations 
Gratification 0.63 Fashion Interest 
Gratification 0.55 Website Fashion Functions 
Gratification 0.54 Selection 
Gratification 0.53 Cost Saving 
Gratification 0.44 Privacy 
Gratification 0.44 Convenience 
Gratification 0.39 Promotion 
Gratification 0.25 Value 
 
Gratification has the most significant covariance with fashion interest; followed by 
strong covariance with website fashion functions, selection and cost saving; and 
weaker covariance with privacy, convenience, promotion and value. This identifies 
that the plus size fashion online shopping gratification factor has predominantly 
hedonic value and correlates most strongly to the hedonic fashion-focused plus size 
fashion online shopping motivation factors. This reflects the concept that gratification 
has predominantly hedonic value and significant association with fashion-focused 
plus size fashion online shopping motivations. Hence, the plus size fashion online 
shopping gratification factor has nomological validity.  
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Figure 6.65   Confirmatory Factor Analysis Factor Covariances 
Gratification 0.63 Fashion Interest 
Gratification 0.54 Selection 
Gratification 0.53 Cost Saving 
Gratification 0.39 Promotion 
Gratification 0.25 Value 
Gratification 0.44 Privacy 
Gratification 0.44 Convenience 
Gratification 0.55 Website Fashion Functions 
Fashion Interest 0.68 Selection 
Fashion Interest 0.52 Cost Saving 
Fashion Interest 0.35 Promotion 
Fashion Interest 0.25 Value 
Fashion Interest 0.34 Privacy 
Fashion Interest 0.46 Convenience 
Fashion Interest 0.54 Website Fashion Functions 
Selection 0.59 Cost Saving 
Selection 0.35 Promotion 
Selection 0.34 Value 
Selection 0.46 Privacy 
Selection 0.48 Convenience 
Selection 0.43 Website Fashion Functions 
Cost Saving 0.21 Promotion 
Cost Saving 0.25 Value 
Cost Saving 0.52 Privacy 
Cost Saving 0.43 Convenience 
Cost Saving 0.52 Website Fashion Functions 
Promotion 0.63 Value 
Promotion 0.24 Privacy 
Promotion 0.2 Convenience 
Promotion 0.26 Website Fashion Functions 
Value 0.24 Privacy 
Value 0.18 Convenience 
Value 0.25 Website Fashion Functions 
Privacy 0.55 Convenience 
Privacy 0.39 Website Fashion Functions 
Convenience 0.32 Website Fashion Functions 
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6.6.10.2   Fashion Interest 
The nomological validity of the fashion interest factor is determined by conceptually 
viable covariance between the factor and the other plus size fashion online shopping 
motivations factors, as displayed in Figure 6.67. The average fashion interest 
covariance is 0.44, as displayed in Figure 6.52. 
 
Figure 6.67    Fashion Interest Confirmatory Factor Analysis Correlations 
Fashion Interest 0.68 Selection 
Gratification 0.63 Fashion Interest 
Fashion Interest 0.54 Website Fashion Functions 
Fashion Interest 0.52 Cost Saving 
Fashion Interest 0.46 Convenience 
Fashion Interest 0.34 Privacy 
Fashion Interest 0.35 Promotion 
Fashion Interest 0.25 Value 
 
Fashion interest has the most significant covariance with selection and gratification; 
followed by strong covariance with website fashion functions and cost saving; and 
weaker covariance with convenience, privacy, promotion and value. This identifies 
that the plus size fashion online shopping fashion interest factor correlates most 
strongly to the utilitarian factor of selection; strongly to the hedonic value of 
gratification and the fashion-focused website fashion functions factor; and less 
strongly to the utilitarian factors of cost saving; convenience; privacy; promotion; and 
value. This reflects the concept that fashion interest is predominantly influenced by 
the motivation to access a selection of fashion products and the hedonic and fashion-
focused plus size fashion online shopping motivations. Hence, fashion interest has 
nomological validity.  
 
6.6.10.3   Selection 
The nomological validity of the selection factor is determined by conceptually viable 
covariance between the factor and the other plus size fashion online shopping 
motivations factors, as displayed in Figure 6.68. The average selection covariance is 
0.48, as displayed in Figure 6.52. 
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Figure 6.68   Selection Confirmatory Factor Analysis Correlations 
Fashion Interest 0.68 Selection 
Selection 0.59 Cost Saving 
Gratification 0.54 Selection 
Selection 0.48 Convenience 
Selection 0.46 Privacy 
Selection 0.43 Website Fashion Functions 
Selection 0.35 Promotion 
Selection 0.34 Value 
 
Selection has the most significant covariance with fashion interest; followed by strong 
covariance with cost saving and gratification; and weaker covariance with 
convenience, privacy, website fashion functions, promotion and value. This indicates 
that the plus size fashion online shopping selection factor has predominantly fashion 
value and correlates most strongly to the most strongly fashion-focused factor, has 
strong correlation with the hedonic value of gratification and cost saving factors, and 
weaker correlation with the more utilitarian factors. This reflects the concept that 
fashion and the hedonic gratification of finding low priced fashionable products have 
the strongest association with plus size fashion online consumer’s motivation to 
access a selection of fashionable products, whilst the utilitarian factors have the 
weakest association. Hence, selection has nomological validity.  
 
6.6.10.4   Cost Saving 
The nomological validity of the cost saving factor is determined by conceptually 
viable covariance between the factor and the other plus size fashion online shopping 
motivations factors, as displayed in Figure 6.69. The average cost saving covariance is 
0.45, as displayed in Figure 6.52. 
 
Figure 6.69   Cost Saving Confirmatory Factor Analysis Correlations 
Selection 0.59 Cost Saving 
Gratification 0.53 Cost Saving 
Fashion Interest 0.52 Cost Saving 
Cost Saving 0.52 Privacy 
Cost Saving 0.52 Website Fashion Functions 
Cost Saving 0.43 Convenience 
Cost Saving 0.25 Value 
Cost Saving 0.21 Promotion 
 
Cost saving has the most significant covariance with selection; followed by strong 
covariance with gratification, fashion interest, privacy and website fashion functions; 
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and weaker covariance with convenience, value and promotion. This indicates that the 
plus size fashion online shopping cost saving factor in the main, is predominantly 
influenced by the motivation to access a selection of fashion products and the hedonic 
and fashion-focused factors, and has weaker correlation with the more utilitarian 
factors except for privacy which has stronger correlation than website fashion 
functions. This reflects the concept that the hedonic gratification of finding a selection 
of low priced fashion products that can be purchased privately has the strongest 
association with plus size fashion online consumer’s desire for cost saving, whilst the 
utilitarian factors have the weakest association. Hence, cost saving has nomological 
validity.  
 
6.6.10.5   Promotion 
The nomological validity of the promotion factor is determined by conceptually viable 
covariance between the factor and the other plus size fashion online shopping 
motivations factors, as displayed in Figure 6.70. The average promotion covariance is 
0.33, as displayed in Figure 6.52. 
 
Figure 6.70   Promotion Confirmatory Factor Analysis Correlations 
Promotion 0.63 Value 
Gratification 0.39 Promotion 
Fashion Interest 0.35 Promotion 
Selection 0.35 Promotion 
Promotion 0.26 Website Fashion Functions 
Promotion 0.24 Privacy 
Cost Saving 0.21 Promotion 
Promotion 0.20 Convenience 
 
Promotion has the most significant covariance with value; followed by strong 
covariance with gratification, fashion interest and selection; and weaker covariance 
with website fashion functions, privacy, cost saving and convenience. This indicates 
that the plus size fashion online shopping promotion factor in the main is 
predominantly value-focused and correlates most strongly to the value-focused factor, 
has weaker correlation with the predominantly hedonic and fashion-focused factors, 
and even weaker correlation with the predominantly utilitarian-focused factors. This 
reflects the concept that retailer discounts and promotions are associated strongly with 
plus size fashion online consumers that are motivated by value, and are associated 
more with the hedonic value of accessing a selection of fashion products than the 
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utilitarian values of convenience and cost saving for example. Hence, promotion has 
nomological validity.  
 
6.6.10.6   Value 
The nomological validity of the value factor is determined by conceptually viable 
covariance between the factor and the other plus size fashion online shopping 
motivations factors, as displayed in Figure 6.71. The average value covariance is 0.30, 
as displayed in Figure 6.52. 
 
Figure 6.71   Value Confirmatory Factor Analysis Correlations 
Promotion 0.63 Value 
Selection 0.34 Value 
Fashion Interest 0.25 Value 
Gratification 0.25 Value 
Cost Saving 0.25 Value 
Value 0.25 Website Fashion Functions 
Value 0.24 Privacy 
Value 0.18 Convenience 
 
Value has the most significant covariance with promotion; followed by weaker 
covariance with selection, fashion interest, gratification, website fashion functions, 
privacy and convenience. This indicates that the plus size fashion online shopping 
value factor most strongly correlates with the other value-focused factor and has 
significantly weaker correlation with both the predominantly hedonic and fashion-
focused factors and utilitarian-focused factors. This reflects the concept that plus size 
fashion online consumer motivation to find value fashion products is associated with 
retailer provision of discounts and promotion and significantly less so the hedonic 
value of accessing a selection of fashion products than the utilitarian values of privacy 
and convenience for example. Hence, value has nomological validity.  
 
6.6.10.7   Privacy 
The nomological validity of the privacy factor is determined by conceptually viable 
covariance between the factor and the other plus size fashion online shopping 
motivations factors, as displayed in Figure 6.72. The average privacy covariance is 
0.41, as displayed in Figure 6.52. 
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Figure 6.72   Privacy Confirmatory Factor Analysis Correlations 
Privacy 0.55 Convenience 
Gratification 0.53 Privacy 
Cost Saving 0.52 Privacy 
Selection 0.46 Privacy 
Privacy 0.39 Website Fashion Functions 
Fashion Interest 0.34 Privacy 
Promotion 0.24 Privacy 
Value 0.24 Privacy 
 
Privacy has the most significant covariance with convenience, gratification, cost 
saving; followed by strong covariance with selection, website fashion functions and 
fashion interest; and weaker covariance with promotion and value. This indicates that 
the plus size fashion online shopping privacy factor most strongly correlates with the 
other convenience-focused factor, has strong correlation with the hedonic-focused 
factors of gratification and cost saving, weaker correlations with the fashion-focused, 
and even weaker correlation with the utilitarian-focused factors. This reflects the 
concept that plus size fashion online consumer privacy motivation is most associated 
with the convenience of accessing a gratifyingly cost saving selection of fashion 
products, less association with fashion as a motivation and even less association with 
the plus size fashion online consumer motivation for monetary value. Hence, privacy 
has nomological validity.  
 
6.6.10.8   Convenience 
The nomological validity of the convenience factor is determined by conceptually 
viable covariance between the factor and the other plus size fashion online shopping 
motivations factors, as displayed in Figure 6.73. The average convenience covariance 
is 0.38, as displayed in Figure 6.52. 
 
Figure 6.73   Convenience Confirmatory Factor Analysis Correlations 
Privacy 0.55 Convenience 
Selection 0.48 Convenience 
Fashion Interest 0.46 Convenience 
Gratification 0.44 Convenience 
Cost Saving 0.43 Convenience 
Convenience 0.32 Website Fashion Functions 
Promotion 0.20 Convenience 
Value 0.18 Convenience 
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Convenience has the most significant covariance with privacy; followed by strong 
covariance with selection, fashion interest, gratification and cost saving; and weaker 
covariance with website fashion functions, promotion and value. This indicates that 
the plus size fashion online shopping convenience factor most strongly correlates with 
the other convenience-focused factor, has strong correlation with the hedonic and 
fashion-focused factors, and weak correlation with the utilitarian-focused factors. This 
reflects the concept that plus size fashion online consumer convenience motivation is 
most associated with the privacy convenience of accessing a gratifyingly cost saving 
selection of fashionable products, less association with fashion as a motivation and 
even less association with the plus size fashion online consumer motivation for 
monetary value. Hence, convenience has nomological validity.  
 
6.6.10.9   Website Fashion Functions 
The nomological validity of the website fashion functions factor is determined by 
conceptually viable covariance between the factor and the other plus size fashion 
online shopping motivations factors, as displayed in Figure 6.74. The average website 
fashion functions covariance is 0.41, as displayed in Figure 6.52. 
 
Figure 6.74   Website Fashion Functions Confirmatory Factor Analysis Correlations 
Fashion Interest 0.54 Website Fashion Functions 
Gratification 0.55 Website Fashion Functions 
Cost Saving 0.52 Website Fashion Functions 
Selection 0.43 Website Fashion Functions 
Privacy 0.39 Website Fashion Functions 
Convenience 0.32 Website Fashion Functions 
Promotion 0.26 Website Fashion Functions 
Value 0.25 Website Fashion Functions 
 
Website fashion functions has the most significant covariance with fashion interest, 
gratification, cost saving and selection; and weaker covariance with privacy, 
convenience, promotion and value. This indicates that the plus size fashion online 
shopping website fashion functions factor most strongly correlates with the hedonic 
and fashion-focused factors and weaker correlation with the utilitarian-focused factors. 
This reflects the concept that plus size fashion online consumer website fashion 
functions motivation is most associated with the hedonic and fashion value of 
accessing a gratifyingly cost saving selection of fashion products and less associated 
with its utilitarian value. Hence, website fashion functions has nomological validity.  
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6.6.10.10   Key Discussion Points Summary 
Figure 6.75 displays a summary of the key discussion points of the discussion of the 
nomological validity of the plus size fashion online shopping motivations 
Confirmatory Factor Analysis factor correlations. 
 
Figure 6.75   Confirmatory Factor Analysis Nomological Validity Key Discussion Points 
Key Discussion Points 
• gratification has predominantly hedonic value and significant association with fashion-
focused plus size fashion online shopping motivations. 
• fashion interest is predominantly influenced by the motivation to access a selection of 
fashion products and the hedonic and fashion-focused plus size fashion online shopping 
motivations. 
• fashion and the hedonic gratification of finding low priced fashionable products have the 
strongest association with plus size fashion online consumer’s motivation to access a selection 
of fashionable products, whilst the utilitarian factors have the weakest association. 
• the hedonic gratification of finding a selection of low priced fashion products that can be 
purchased privately has the strongest association with plus size fashion online consumer’s 
motivation for cost saving, whilst the utilitarian factors have the weakest association. 
• retailer discounts and promotions are associated strongly with plus size fashion online 
consumers that are motivated by value, and are associated more with the hedonic value of 
accessing a selection of fashion products than the utilitarian values of convenience and cost 
saving for example. 
• plus size fashion online consumer motivation to find value fashion products are associated 
most with retailer provision of discounts and promotion; significantly less with the hedonic 
value of accessing a selection of fashion products than the utilitarian values of privacy and 
convenience for example. 
• plus size fashion online consumer privacy motivation is most associated with the 
convenience of accessing a gratifyingly cost saving selection of fashion products, less 
association with fashion as a motivation and even less association with the plus size fashion 
online consumer motivation for monetary value. 
• plus size fashion online consumer convenience motivation is most associated with the 
privacy convenience of accessing a gratifyingly cost saving selection of fashionable 
products, less association with fashion as a motivations and even less association with the 
plus size fashion online consumer motivation for monetary value. 
• plus size fashion online consumer website fashion functions motivation is most associated 
with the hedonic and fashion value of accessing a gratifyingly cost saving selection of 
fashion products and less associated with its utilitarian value. 
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6.6.11   Inter-Item Correlation Analysis 
As displayed in Figure 6.76, each scale item of the Confirmatory Factor Analysis 
Model has a correlation value between itself and its loading factor. The mean of these 
values for each factor is used for Inter-Item Correlation Analysis, with ‘the greater 
the distance between any pair of values, the less positive the correlation between 
them’ (Schwartz and Boehnke, 2004, p.240). Wang and Ahmed (2004) specify 0.3 
being the lowest acceptable mean inter-item correlation value; however, Bosscher and 
Smit (1998) discuss 0.15 being the lowest acceptable mean inter-item correlation 
value for broad constructs. 
 
6.6.11.1   Inter-Item Correlation of the Confirmatory Factor Analysis Model 
All of the factors in the Confirmatory Factor Analysis Model have mean inter-item 
correlation values of above 0.15 and hence, have acceptable levels of correlations 
with its scale items, as displayed in Figure 6.76. 
 
Figure 6.76   Mean Inter-item Correlations 
Gratification 1.24 
Fashion Interest  1.08 
Selection 0.80 
Cost Saving 1.21 
Promotion 1.23 
Value 1.13 
Privacy 1.37 
Convenience 0.96 
Website Fashion Functions 1.22 
 
 
6.6.12   Confirmatory Factor Analysis Summary 
The measurement theory depicted in the Confirmatory Factor Analysis model for this 
research, as displayed in Figure 6.77, has been academically verified: Goodness-of-Fit 
(section 6.6.2.5); factor reliability (section 6.6.5); convergent validity (section 6.6.7); 
discriminant validity (section 6.6.8); face validity (section 6.6.9); nomological 
validity (section 6.6.10); and inter-item correlation (section 6.6.11), and confirmed 
Hypothesis 1 and Hypothesis 2. Further Higher-Order Confirmatory Factor Analysis 
is required to facilitate the confirmation of Hypothesis 3. 
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 Figure 6.77   Confirmatory Factor Analysis Plus Size Fashion Online Shopping Motivations –     
Mean Factor Covariance/Mean Inter-Item Correlation/(loading) 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
.48 
• Strong interest in new fashions   (.863) 
• To increase the number of fashionable garments in my wardrobe(.856) 
• Keep up-to-date with new trends   (.696) 
• I enjoy being fashionable   (.696) 
• I can buy garments in a range of fashionable colours   (.695) 
 
• Because it is retail therapy   (.802) 
• Because it makes me feel special   (.796) 
• Because it is fun   (.776) 
• Way to relieve stress   (.770) 
• Helps lift my mood   (.758) 
• Distraction from everyday routine   (.710) 
• When I want to treat myself to something special   (.676) 
• Save money   (.889) 
• I spend less   (.827) 
• Offered a competitive price   (.705) 
• When I am sent discount incentive via e-mail   (.877) 
• When I am sent discount incentive through the post   (.864) 
• When I am sent a promotional e-mail   (.735) 
 
• Avoid changing rooms   (.874) 
• Try things on in the privacy of my own home   (.827) 
• Avoid shopping at a clothes store   (.797) 
 
• I can do so without going out   (.799) 
• Fits around my schedule   (.757) 
• I can shop at any time of day/night   (.727) 
 
• Catwalk views   (.890) 
• Celebrity style suggestions   (.876) 
• When someone sends me a link to a page   (.549) 
• Access a selection of clothes for different social occasions   (.813) 
• Access a selection of clothes for different seasons   (.773) 
• The ‘Simply Be’ fit flatters my shape   (.677) 
• General fit   (.655) 
• To access a selection of fashionable clothing that I cannot find 
anywhere else   (.652) 
• To access a wide selection of clothes in my size   (.592) 
 
• When there are discounts   (.945) 
• When there are sales   (.869) 
• To hunt for bargains   (.731) 
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6.7   Higher-Order Confirmatory Factor Analysis 
Higher-order Confirmatory Factor Analysis introduces a second-order level within the 
measurement model that represents a cause of the first-order level measured factors 
(Hair et al. 2010). 
 
The Confirmatory Factor Analysis Model has been assessed and modified accordingly 
for goodness-of-fit to the data (Wang and Ahmed, 2004). However, although its 
unidimensionality analysis indicates that the modified model has one underlying 
construct, Higher-Order Confirmatory Factor Analysis facilitates further testing of 
both the second-order to the Confirmatory Factor Analysis Model (Chan and Cui, 
2004) and research hypotheses (Wang and Ahmed, 2004). 
 
Second-Order Confirmatory Factor Analysis with a 9-factor first-order and 1-factor 
second-order will be adopted for this research and academically verified; data 
analyses will be utilised where appropriate (see Chan and Cui, 2004; Wang and 
Ahmed, 2004). 
 
 
6.7.1   Second-Order Confirmatory Factor Analysis 
The second-order of the Confirmatory Factor Analysis Model of this research consists 
of the unobserved variable; plus size, fashion online shopping motivations. Hence, 
identifying plus size, fashion online shopping motivations as the underlying construct 
of this research, that accounts for the factors that have been identified by Exploratory 
Factor Analysis and tested for goodness-of-fit and modified by Confirmatory Factor 
Analysis. 
 
Having re-assessed the Second-Order Confirmatory Factor Analysis Model via 
AMOS Graphics: the standardised regression weights of the scale items loading onto 
its factor; the unstandardised critical ratios of the scale items; and the covariance 
between the factors (Wang and Ahmed, 2004), were extracted from the formulated 
statistics for further analysis and comparisons with the First-Order Confirmatory 
Factor Analysis Model as displayed in Figure 6.78. 
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Figure 6.78   Loadings of the Second-Order Confirmatory Factor Analysis 
    
Standard Second-Order Loadings - Regression/(Critical Ratio) 
  R2 G FI S CS Pro V Pri C WFF 
G1 0.64 .799 *                                 
G2 0.59 .768 (18.799)                                 
G3 0.58 .761 (18.355)                                 
G4 0.64 .797 (19.418)                                 
G5 0.60 .777 (18.753)                                 
G6 0.50 .706 (17.133)                                 
G7 0.46 .681 (15.983)                                 
FI1 0.75    .865 *                              
FI2 0.73    .857 (24.223)                             
FI3 0.49    .698 (17.581)                             
FI4 0.48    .696 (17.477)                             
FI5 0.48    .692 (17.169)                             
S1 0.43         .656 *                          
S2 0.35         .589 (11.629)                         
S3 0.44         .660 (12.541)                         
S4 0.46         .676 (12.837)                         
S5 0.66         .810 (14.861)                         
S6 0.60         .773 (14.192)                         
CS1 0.68             .825 *                      
CS2 0.50             .708 (16.880)                     
CS3 0.79             .889 (20.941)                     
Pro1 0.73                 .855 *                 
Pro2 0.79                 .890 (21.911)                 
Pro3 0.53                 .727 (17.975)                 
V1 0.79                     .887 *              
V2 0.86                     .926 (26.381)             
V3 0.54                     .734 (19.529)             
Pri1 0.76                         .872 *          
Pri2 0.69                         .831 (21.911)         
Pri3 0.63                         .794 (20.616)         
C1 0.59                             .771  *     
C2 0.62                             .785 (15.647)     
C3 0.53                             .726 (14.213)     
WFF1 0.76                                 .871 *  
WFF2 0.80                                 .895 (22.198) 
WFF3 0.30                                 .548 (12.664) 
2nd Order .757 (15.297) .780 (16.743) .781 (13.012) .717 (14.345) .473 (9.435) .409 (8.174) .594 (12.234) .599 (10.947) .663 (13.606) 
R2 0.57   0.61   0.61   0.51   0.22   0.17   0.35   0.36   0.44   
*The critical ratio is unavailable; the regression weight of the first scale item of each factor is fixed at 1. 
See Appendix 6x for full standard loading measures. 
 
6.7.1.1   Loadings in Comparison 
Since the critical ratios are all above 1.96, the regression weights are statistically 
significant (Wang and Ahmed, 2004) and since all of the standardised regression 
weights between the first-order and its scale items are between .548 and .926 and 
between the second-order its first-order factors are between .409 and .781; the 
loadings to the factors are strong (Chan and Cui, 2004) and without any cross-
loadings (Wang and Ahmed, 2004), as displayed in Figure 6.78 and Figure 6.79.  
 
Statistical Data Analysis and Discussion Chapter 6 
 
Analysis and Conceptualisation of Plus Size Fashion Online Shopping Motivations 222
Figure 6.79   Second-Order Confirmatory Factor Analysis Loadings 
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These statistical analyses confirm Hypothesis 3. 
 
Hypothesis 3 
As a second-order model, two factors are indicative of the responses to the scale items: 
a general plus size, fashion online shopping motivations factor; and a specific factor 
corresponding to one of the multiple conceptual components. 
 
The second-order scale-item loadings in comparison to the first-order scale-item 
loadings are similar but slightly different due to the slight difference between the 
degrees of freedom of the two models (Wang and Ahmed, 2004). The statistical data 
provided by AMOS Graphics identified the first-order degree of freedom to be 558, 
and the second-order degree of freedom to be 585. 
 
 
6.7.1.2   Goodness-of-Fit in Comparison 
Figure 6.80 displays the comparative Goodness-of-Fit measures for the First-Order 
and Second-Order Confirmatory Factor Analysis Model. 
 
Figure 6.80   Comparison of First-Order and Second-Order Confirmatory Factor Analysis Model 
Goodness-of-Fit Measures* 
Fit Measure First Order Second Order Best 
Relative Chi-Square 2.792 3.122 First 
RMSEA .060 .065 First 
CFI .907 .884 First 
*See Appendices 4 and 7 for full Goodness-of-Fit measures. 
 
Comparatively, the goodness-of-of fit of the Second-Order Confirmatory Factor 
Analysis Model is worse than the goodness-of-fit of the First-Order Confirmatory 
Factor Analysis Model. However, the first-order model uses more paths to statistically 
analyse the same amount of covariance (Hair et al. 2010) and hence, will always have 
better goodness-of-fit than the second-order model (Babakus, Eroglu and Yavas, 
2004). 
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6.7.1.3   Reliability 
Reliability analysis (see section 6.6.5) is also used in this research to assess internal 
consistency reliability of the one underlying construct of the Second-Order 
Confirmatory Factor Analysis Model. As displayed in Figure 6.81, the model has a 
Cronbach Alpha co-efficient above 0.7, and hence is reliable. 
 
Figure 6.81   Second-Order Reliability Statistics 
Cronbach's 
Alpha 
No. of Scale 
Items 
.940 36 
  
 
6.7.1.4   Validity 
The convergent validity (see section 6.6.7) of the Confirmatory Factor Analysis 
Model is further confirmed for its second-order as its critical ratios are above 2 
(Babakus et al. 2004), as displayed in Figure 6.78. The discriminant validity (see 
section 6.6.8) is upheld as the Second-Order Confirmatory Factor Analysis Model’s 
Cronbach Alpha, as displayed in Figure 6.81, is greater than the standardised 
regression weights of each of the scale items (Gaski and Etzel, 1986; Chan and Cui, 
2004) as displayed in Figure 6.78.  
 
 6.7.1.4i   Face Validity 
The face validity of the second-order is maintained as each of the scale items in each 
of the factors loads in the same ranking, as displayed in Figure 6.82. Hence, 
theoretically fit into the identified and extracted concepts of plus size, fashion online 
shopping motivations, as discussed in section 6.6.9. 
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Figure 6.82   Comparative Ranked Loadings of the First and Second-Order Confirmatory Factor 
Analysis Models 
  1st Order 2nd Order 
G1 .802 (1) .799 (1) 
G2 .770 (4) .768 (4) 
G3 .758 (5) .761 (5) 
G4 .796 (2) .797 (2) 
G5 .776 (3) .777 (3) 
G6 .710 (6) .706 (6) 
G7 .676 (7) .681 (7) 
FI1 .863 (1) .865 (1) 
FI2 .856 (2) .857 (2) 
FI3 .696 (3) .698 (3) 
FI4 .696 (4) .696 (4) 
FI5 .695 (5) .692 (5) 
S1 .652 (5) .656 (5) 
S2 .592 (6) .589 (6) 
S3 .655 (4) .660 (4) 
S4 .677 (3) .676 (3) 
S5 .813 (1) .810 (1) 
S6 .773 (2) .773 (2) 
CS1 .827 (2) .825 (2) 
CS2 .705 (3) .708 (3) 
CS3 .889 (1) .889 (1) 
Pro1 .864 (2) .855 (2) 
Pro2 .877 (1) .890 (1) 
Pro3 .735 (3) .727 (3) 
V1 .869 (2) .887 (2) 
V2 .945 (1) .926 (1) 
V3 .731 (3) .734 (3) 
Pri1 .874 (1) .872 (1) 
Pri2 .827 (2) .831 (2) 
Pri3 .797 (3) .794 (3) 
C1 .757 (2) .771 (2) 
C2 .799 (1) .785 (1) 
C3 .727 (3) .726 (3) 
WFF1 .876 (2) .871 (2) 
WFF2 .890 (1) .895 (1) 
WFF3 .549 (3) .548 (3) 
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6.7.1.4ii   Nomological Validity 
The nomological validity of the second-order is determined through analysis of the 
correlations between the second-order concept plus size fashion online shopping 
motivations factor and the first-order extracted plus size fashion online shopping 
motivations factors, as displayed in Figure 6.79 and Figure 6.83. 
 
Figure 6.83   Second-Order Confirmatory Factor Analysis Factor Correlation Values 
Factor Second-Order Correlation Value 
Selection .781 
Fashion Interest .780 
Gratification .757 
Cost Saving .717 
Website Fashion Functions .663 
Convenience .599 
Privacy .594 
Promotion .473 
Value .409 
 
The factors with the first and second highest correlations with the plus size fashion 
online shopping motivations concept are the selection (.781) and fashion interest (.780) 
factors. Fashion interest is a congruent reflection of the self-image of plus size fashion 
consumers (Forney et al. 2005) and the desire to find a selection of fashionable 
products in their size is a key satisfaction issue (Otieno et al. 2005). This indicates 
that plus size fashion online consumers have a strong interest in fashion and that 
finding a selection of plus size fashionable products is their foremost plus size fashion 
online shopping motivations. 
 
With the third highest correlation of .757, gratification is identified as a significant 
plus size fashion online shopping motivation to plus size fashion consumers. 
Gratification is an online shopping motivation that stems from both utilitarian and 
hedonic shopping value (Bellenger and Korgaonkar, 1980; Arnold and Reynolds, 
2003; Cox et al. 2005). Online fashion retailing hence aims to satisfy the recreational 
and psychological increasingly sophisticated gratification needs of the consumer 
(Salomon and Koppleman, 1992; Wolfinbarger and Gilly, 2001; Michon et al. 2007). 
This indicates that plus size fashion online consumers seek the hedonic gratification 
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of shopping online for fashion, that can be a result of the amalgamation of the fashion 
and functional values of the products and experiences provided by plus size fashion 
online retailers, although with less significance to plus size fashion online consumers. 
 
The factor with the fourth highest correlation with the plus size fashion online 
shopping motivations concept is the cost saving (.717) factor. Cost saving has both 
utilitarian (Bhatnagar and Ghose, 2004) and hedonic value (Rajamma et al. 2007). 
This indicates that the hedonic value of finding fashionable products at low prices 
increase cost saving’s significance to plus size fashion online consumers similarly to 
the factors demonstrating fashion-focused and gratifying hedonic value. Despte the 
monetary-focused similarities, factors demonstrating utilitarian values such like 
promotion and value correlated least with cost saving 
 
The factor with the fifth highest correlation with the plus size fashion online shopping 
motivations concept is the website fashion functions (.663) factor. The interactive 
fashion functions of online fashion retailer websites are a means of providing 
consumers with fashion information (Rowley, 2009), and emotional pleasure and 
arousal (Fiore et al. 2005). Online fashion recommendations (Poddar et al. 2009) that 
provide information on the latest trends and products simulated with multiple views of 
the products (Seock and Bailey, 2008). This indicates that the website fashion 
functions have influence over plus size fashion online shopping motivations similarly 
to cost saving with a balanced level of utilitarianism and hedonism, positioning it less 
significant than the predominantly hedonic factors and more significant than the 
predominantly utilitarian factors. 
 
The factors with the sixth and seventh highest correlations with plus size fashion 
online shopping motivations are the convenience-focused convenience (.599) and 
privacy (.594) factors. Privacy, as it avoids having to access changing rooms (Harris 
et al. 1997; Tiggeman, 2001), reflects the discretion of fashion products (Kang and 
Park-Poaps, 2010; McCorkle et al. 1987) and eliminates hassles of shopping in a retail 
store (Forsythe and Shi, 2003; Otieno et al. 2005). Convenience incorporates the 
concepts of time efficiency (Alreck and Settle, 2002) and has a strong influence on 
online shopping consumption (Foucault and Scheufele, 2002; Rohm and 
Swaminathan, 2004). This indicates that plus size fashion online consumers are less 
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significantly influenced by the utilitarian value of the privacy of shopping online and 
being able to try on at home, and to an even lesser extent the ability to shop whenever 
or wherever they choose than the more hedonic fashion-focused factors; but 
influenced by both more so than the value-focused factors of promotion and value. 
 
The factors with the eighth and ninth highest correlations with plus size fashion online 
shopping motivations are the value-focused promotion (.473) and value (.409) factors. 
Promotions increase the utilitarian and hedonic shopping motivations of consumers 
(Chandon et al. 2000) and consumers gain value from both the utilitarian value of 
thrift and the hedonic value of bargaining (Bardhi and Arnold, 2005). This indicates 
that plus size fashion online consumers are more significantly motivated by the 
predominantly hedonic fashion-focused factors than the predominantly utilitarian 
value-focused factors, despite their hedonic values. 
 
6.7.1.4iia   Key Discussion Points Summary 
Figure 6.84 displays a summary of the key discussion points of the nomological 
validity of the plus size fashion online shopping motivations Higher-Order 
Confirmatory Factor Analysis factor correlations. 
 
6.7.1.5   Summary of Second-Order Confirmatory Factor Analysis 
The Second-Order Confirmatory Factor Analysis of this research, as displayed in 
Figure 6.85, has confirmed that all of the scale items load onto a single second-order 
underlying construct whilst significantly loading onto nine first-order factors without 
cross-loadings (Wang and Ahmed, 2004). As predicted, the goodness-of-fit of the 
Second-Order Confirmatory Factor Analysis Model was worse than the First-Order 
Confirmatory Factor Analysis Model (Hair et al. 2010), however, it was deemed more 
reliable and maintained and enhanced its validity. 
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Figure 6.84   Higher-Order Confirmatory Factor Analysis Nomological Validity Key Discussion 
Points 
Key Discussion Points 
• plus size fashion online consumers have a strong interest in fashion and finding a selection 
of plus size fashionable products is their foremost plus size fashion online shopping 
motivation. 
• plus size fashion online consumers seek the hedonic gratification of shopping online for 
fashion, that can be a result of the amalgamation of the fashion and functional values of the 
products and experiences provided by plus size fashion online retailers, although with less 
significance to plus size fashion online consumers. 
• the hedonic value of finding fashionable products at low prices increase cost saving’s 
significance to plus size fashion online consumers similarly to the factors demonstrating 
fashion-focused and gratifying hedonic value, above those factors demonstrating more 
utilitarian values such like promotion and value, despite the monetary-focused similarities. 
• the website fashion functions have influence over plus size fashion online shopping 
motivations similarly to cost saving with a balanced level of utilitarianism and hedonism, 
positioning it less significant than the predominantly hedonic factors and more significant than 
the predominantly utilitarian factors. 
• plus size fashion online consumers are less significantly influenced by the utilitarian value of 
the privacy of shopping online and being able to try on at home, and to an even lesser extent 
the ability to shop whenever or wherever they choose than the more hedonic fashion-focused 
factors; but nfluenced by both more so than the value-focused factors of promotion and value.  
• plus size fashion online consumers are more significantly motivated by the predominantly 
hedonic fashion-focused factors than the predominantly utilitarian value-focused factors, 
despite their hedonic values. 
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Figure 6.85   Higher-Order Confirmatory Factor Analysis of Plus Size Fashion Online Shopping 
Motivations – (First-Order Loadings)/Second-Order Loadings 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
• Strong interest in new fashions (.865) 
• To increase the number of fashionable garments in my wardrobe(.857) 
• Keep up-to-date with new trends   (.698) 
• I enjoy being fashionable   (.696) 
• I can buy garments in a range of fashionable colours   (.692) 
 
• Because it is retail therapy   (.799) 
• Because it makes me feel special   (.797) 
• Because it is fun   (.777) 
• Way to relieve stress   (.797) 
• Helps lift my mood   (.761) 
• Distraction from everyday routine   (.706) 
• When I want to treat myself to something special   (.681) 
• Save money   (.889) 
• I spend less   (.708) 
• Offered a competitive price   (.708) 
 
• When I am sent discount incentive via e-mail   (.890) 
• When I am sent discount incentive through the post   (.855) 
• When I am sent a promotional e-mail   (.727) 
 
• Avoid changing rooms   (.872) 
• Try things on in the privacy of my own home   (.831) 
• Avoid shopping at a clothes store   (.794) 
 
• I can do so without going out   (.785) 
• Fits around my schedule   (.771) 
• I can shop at any time of day/night   (.726) 
 
• Catwalk views   (.895) 
• Celebrity style suggestions   (.871) 
• When someone sends me a link to a page   (.548) 
• Access a selection of clothes for different social occasions   (.810) 
• Access a selection of clothes for different seasons   (.773) 
• The ‘Simply Be’ fit flatters my shape   (.676) 
• General fit   (.660) 
• To access a selection of fashionable clothing that I cannot find 
anywhere else   (.676) 
• To access a wide selection of clothes in my size   (.589) 
 
• When there are discounts   (.887) 
• When there are sales   (.871) 
• To hunt for bargains   (.734) 
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6.8   Summary of Hypotheses Confirmation 
 
Hypothesis 1 
A conceptualised multi-factor first-order model representing the correlation between 
components of plus size, fashion online shopping motivations accounts for the 
covariance among the scale items; without cross loadings. 
 
Hypothesis 1 is confirmed by the Confirmatory Factor Analysis scale items loading 
onto the correlated factors without any cross-loadings (section 6.6.3). 
 
  
Hypothesis 2 
Although conceptualised as consisting of multiple components, plus size, fashion 
online shopping motivations account for all of the scale items as one single factor. 
 
Hypothesis 2 is confirmed by the unidimensionality of the Confirmatory Factor 
Analysis Model (section 6.6.4). 
 
 
Hypothesis 3 
As a second-order model, two factors are indicative of the responses to the scale items: 
a general plus size, fashion online shopping motivations factor; and a specific factor 
corresponding to one of the multiple conceptual components. 
 
Hypothesis 3 is confirmed by the Second-Order Confirmatory Factor Analysis 37 
scale items loading significantly to the 9 factor first-order and the 9 first-order factors 
loading significantly onto the second-order factor (section 6.7.1). 
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6.9   Summary of Data Analysis and Discussion 
This chapter statistically analyses and discusses the data collected using the research 
design of this research. The sample is deemed appropriate (section 6.2) and 
descriptive statistics identify and analyse the majority demographic characteristics of 
the plus size fashion consumer respondents (section 6.3). 
 
The data was deemed reliable (section 6.4) and factorable (section 6.5.1) before 
Exploratory Factor Analysis was conducted to identify the plus size fashion online 
shopping motivations factors (section 6.5.2). The factors were interpreted (section 
6.5.6) and discussed (section 6.5.8) and also deemed reliable (section 6.5.9) as plus 
size fashion online shopping motivations. 
 
Confirmatory Factor Analysis was conducted to test the fit of the scale items into the 
identified plus size fashion online shopping motivations factors (section 6.6). The 
factors and scale items as a Confirmatory Factor Analysis model were tested for 
goodness-of-fit, modified and deemed to subsequently have a satisfactory goodness-
of-fit (section 6.6.2). The loadings of the scale items onto the factors without cross-
loadings deemed the model to reflect the scale items and their factors, subsequently 
confirming Hypothesis 1 (section 6.6.3). The model was tested for unidimensionality 
and was deemed to have one underlying factor, subsequently confirming Hypothesis 2 
(section 6.6.4). The model was also deemed reliable (section 6.6.5) and valid: 
convergent (section 6.6.7); discriminant (section 6.6.8); face (section 6.6.9); and 
nomological (section 6.6.10); and has satisfactory inter-item correlation (section 
6.6.11). 
 
Higher-Order Confirmatory Factor Analysis was conducted to test the identified 
second-order of the model identified as the underlying factor (section 6.7.1). It was 
successfully tested for goodness of fit, reliability and validity, subsequently 
confirming Hypothesis 3. 
 
Further discussion on and interpretation of the key discussion points identified on plus 
size fashion online shopping motivations is conducted in Chapter 7, from which the 
conclusions of this research are drawn upon. 
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Chapter 7 
Further Discussion, Interpretation and Conclusions 
 
7.1   Introduction 
This chapter further discusses, interprets and draws conclusion upon the 
conceptualisation of plus size fashion online shopping motivations in this research. It 
amalgamates previous discussion on the statistical data analysis and hypothesis 
confirmation; in the context of the concepts identified in the reviewed literature and 
specified in the research design. It also provides an interpretation of the results and 
discussions in the context of plus size fashion online consumers and its managerial 
significance to plus size fashion online retailing. This chapter proceeds to provide a 
conclusion on plus size fashion online shopping motivations and its contribution to 
academic knowledge. It finishes with identification of the research limitations, future 
research and the overall research conclusion. 
 
7.2   Plus Size Fashion Online Consumer 
The plus size fashion online consumer was introduced within the review of the plus 
size fashion online shopping market literature (section 2.3.4) and specified in the 
statistical data descriptive analysis of the average data collection respondent (section 
6.3), as displayed in Figure 7.1. 
 
Figure 7.1   Average Plus Size Fashion Online Consumer 
Demographic Respondent Majority 
Gender Female 100% 
Age Band 36-50 51% 
Dress Size 18-22 55% 
Marital Status Married 54% 
Under 16s No 62% 
Work Status Full-Time 50% 
Region South of England 37% 
Internet Use 6+ years 56% 
Personal 
Hours/Week 6-10 hrs 30% 
 
The characteristics identified reflect and specify the plus size fashion online consumer 
in the research context of plus size fashion online shopping motivations: female; mid-
life; plus size; married; no dependent children; full-timer; Southern; and internet 
proficient.
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7.3   Plus Size Fashion Online Shopping Motivations Extracted Factors 
Exploratory Factor Analysis was conducted on the research data to extract plus size 
fashion online shopping motivations factors (section 6.5). Each of the factors was 
interpreted, named and discussed in the context of the concepts and scale items 
identified, reviewed and specified in the literature review and research design. The 
factors are provisionally ranked in correspondence with their individual percentage of 
total variance explained, as displayed in Figure 7.2. The Exploratory Factor Analysis 
key discussion points are displayed in Figure 7.3. 
 
Figure 7.3   Exploratory Factor Analysis Key Discussion Points 
Key Discussion Points 
• gratification as a plus size fashion online shopping motivation is most strongly influenced 
by the fashion shopping experience itself and not as strongly influenced by fashion related 
factors. 
• fashion interest is a significant plus size fashion online shopping motivation independent 
of the concepts identified within the research design. 
• selection, although related to fashion products, has a strong selection focus, as the more 
fashion specific scale items did not load onto the factor.  
• cost saving is a strong and defined influence on plus size fashion consumers and their 
fashion online shopping motivations. 
• promotional activity conducted by online fashion retailers has a significant and specific 
influence on plus size fashion consumers and their fashion online shopping motivations as 
they provide incentive to shop online. 
• plus size fashion consumers and their desire to find value fashion products has specific 
influence on their fashion online shopping motivations. 
• plus size fashion consumers are specifically influenced by their desire for privacy when 
being motivated to shop online for fashion. 
• for plus size fashion consumers, the convenience of online shopping influences their fashion 
online shopping motivations. 
• fashion information provided to plus size fashion consumers on online fashion retail 
websites via fashion functions has a specific influence on their motivation to shop for 
fashion online. 
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Figure 7.2   Exploratory Factor Analysis of Plus Size Fashion Online Shopping Motivations - 
Total Variance Explained/(loading) 
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Fashion Interest 
• Strong interest in new fashions   (.791) 
• To increase the number of fashionable garments in my wardrobe(.781) 
• Keep up-to-date with new trends   (.673) 
• I enjoy being fashionable   (.630) 
• I can buy garments in a range of fashionable colours   (.592) 
 
Gratification 
• Because it is retail therapy   (.792) 
• Way to relieve stress   (.767) 
• Helps lift my mood   (.738) 
• Because it makes me feel special   (.720) 
• Because it is fun   (.705) 
• Distraction from everyday routine   (.703) 
• When I want to treat myself to something special   (.579) 
Cost Saving 
• I spend less   (.738) 
• Offered a competitive price   (.732) 
• Save money   (.677) 
• Quality of fabrics   (.527) 
 
Promotion 
• When I am sent discount incentive through the post   (.781) 
• When I am sent discount incentive via e-mail   (.777) 
• When I am sent a promotional e-mail   (.743) 
 
Privacy 
• Avoid changing rooms   (.857) 
• Try things on in the privacy of my own home   (.781) 
• Avoid shopping at a clothes store   (.765) 
 
Convenience 
• Fits around my schedule   (.798) 
• I can do so without going out   (.777) 
• I can shop at any time of day/night   (.708) 
 
Website Fashion Functions 
• Celebrity style suggestions   (.738) 
• Catwalk views   (.722) 
• When someone sends me a link to a page   (.586) 
 
Selection 
• To access a selection of fashionable clothing that I cannot find 
anywhere else   (.717) 
• To access a wide selection of clothes in my size   (.699) 
• General fit   (.688) 
• The ‘Simply Be’ fit flatters my shape   (.643) 
• Access a selection of clothes for different social occasions   (.626) 
• Access a selection of clothes for different seasons   (.583) 
 
Value 
• When there are sales   (.834) 
• When there are discounts   (.806) 
• To hunt for bargains   (.784) 
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Exploratory Factor Analysis extracted nine factors as opposed to the six factors 
conceptually identified and specified in the research design. The key discussion points 
indicate that this was due to the extraction of fashion specific factors: fashion interest 
and website fashion functions; and the division of two research design factors: 
convenience extracting into privacy and convenience; and value extracting into 
promotion and value. This indicates that plus size fashion online shopping 
motivations have a distinct fashion dimension, a distinct privacy dimension and 
separate retailer-orientated and consumer-orientated value dimensions. 
 
 
7.4   Plus Size Fashion Online Shopping Motivations Factor Scale-Item Loadings 
Confirmatory Factor Analysis was conducted on the research data to confirm the plus 
size fashion online shopping motivations model of factors extracted via Exploratory 
Factor Analysis (section 6.6), as displayed in Figure 7.4. The Confirmatory Factor 
Analysis model, once modified, was deemed to have appropriate goodness-of-fit and 
validity. The face validity analysis of the model incorporated discussion on the scale 
items that loaded onto each of the factors and how they conceptually relate to the 
factor (section 6.6.9). The loadings were confirmed similarly valid for the Higher-
Order Confirmatory Factor Analysis. The Confirmatory Factor Analysis face validity 
key discussion points are displayed in Figure 7.5 
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Figure 7.4   Confirmatory Factor Analysis Plus Size Fashion Online Shopping Motivations – 
Mean Factor Covariance/Mean Inter-Item Correlation/(loading) 
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• Strong interest in new fashions   (.863) 
• To increase the number of fashionable garments in my wardrobe(.856) 
• Keep up-to-date with new trends   (.696) 
• I enjoy being fashionable   (.696) 
• I can buy garments in a range of fashionable colours   (.695) 
 
• Because it is retail therapy   (.802) 
• Because it makes me feel special   (.796) 
• Because it is fun   (.776) 
• Way to relieve stress   (.770) 
• Helps lift my mood   (.758) 
• Distraction from everyday routine   (.710) 
• When I want to treat myself to something special   (.676) 
• Save money   (.889) 
• I spend less   (.827) 
• Offered a competitive price   (.705) 
• When I am sent discount incentive via e-mail   (.877) 
• When I am sent discount incentive through the post   (.864) 
• When I am sent a promotional e-mail   (.735) 
 
• Avoid changing rooms   (.874) 
• Try things on in the privacy of my own home   (.827) 
• Avoid shopping at a clothes store   (.797) 
 
• I can do so without going out   (.799) 
• Fits around my schedule   (.757) 
• I can shop at any time of day/night   (.727) 
 
• Catwalk views   (.890) 
• Celebrity style suggestions   (.876) 
• When someone sends me a link to a page   (.549) 
• Access a selection of clothes for different social occasions   (.813) 
• Access a selection of clothes for different seasons   (.773) 
• The ‘Simply Be’ fit flatters my shape   (.677) 
• General fit   (.655) 
• To access a selection of fashionable clothing that I cannot find 
anywhere else   (.652) 
• To access a wide selection of clothes in my size   (.592) 
 
• When there are discounts   (.945) 
• When there are sales   (.869) 
• To hunt for bargains   (.731) 
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Figure 7.5   Confirmatory Factor Analysis Face Validity Key Discussion Points 
Key Discussion Points 
• gratification as a plus size fashion online shopping motivation is significantly influenced by 
the plus size fashion shopping experience itself, not simply by just the gain of the plus size 
fashion product. 
• fashion interest as a plus size fashion online shopping motivation is significantly influenced 
by fashion and fashionability as an overall contextual level, but less so influenced at 
specific fashion detail level. 
• selection as a plus size fashion online shopping motivation is significantly influenced by 
finding specifically motivated fashion products, and less so influenced by the actual 
physical ability to find fashionable products. 
• cost saving as a plus size fashion online shopping motivation is significantly influenced by a 
desire to get a low price, and less so influenced by a desire to get the best price 
comparatively. 
• promotion as a plus size fashion online shopping motivation is more influenced by discount 
incentives than promotional activity. 
• value as a plus size fashion online shopping motivation is significantly influenced by the 
retailer driven provision of value through discounts, and less so influenced by the 
consumer driven hunt for value through bargains. 
• privacy as a plus size fashion online shopping motivation is significantly influenced by the 
consumer-focused privacy issues of changing rooms, and less so influenced by the retailer-
focused privacy issues of physical retail stores. 
• convenience as a plus size fashion online shopping motivation is significantly influenced by 
the consumer-focused hectic schedules of the modern-day consumer, and less so 
influenced by the retailer-focused ability to shop at any time. 
• website fashion functions as a plus size fashion online shopping motivation is significantly 
influenced by the consumers’ interest in fashion product display functions, and less so 
influenced by the fashion information a friend or family may send the consumer. 
 
All of the scale items loaded onto a factor without cross-loadings, demonstrating that 
each scale item concept had specific association with the theoretical concept of its 
loading factor. All of the scale items’ association with the theoretical concept of their 
loading factors made theoretical sense. The key discussion points also indicate that a 
gratifying shopping experience; an overall fashionability; a selection of fashionable 
products; low prices; discount promotion; discount seeking; personal privacy; 
personal convenience; and fashionable product display, are the key influencers of the 
extracted plus size fashion online shopping motivations factors. 
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7.5   Plus Size Fashion Online Shopping Motivations First-Order Correlations 
The nomological validity analysis of the first-order Confirmatory Factor Analysis 
model incorporated discussion on the statistical and conceptual correlations between 
the plus size fashion online shopping motivations factors (section 6.6.10), as 
displayed in Figure 7.4. The Confirmatory Factor Analysis nomological validity key 
discussion points are displayed in Figure 7.6. 
 
Figure 7.6   Confirmatory Factor Analysis Nomological Validity Key Discussion Points 
Key Discussion Points 
• gratification has predominantly hedonic value and significant association with fashion-
focused plus size fashion online shopping motivations. 
• fashion interest is predominantly influenced by the motivation to access a selection of 
fashion products and the hedonic and fashion-focused plus size fashion online shopping 
motivations. 
• fashion and the hedonic gratification of finding low priced fashionable products have the 
strongest association with plus size fashion online consumer’s motivation to access a selection 
of fashionable products, whilst the utilitarian factors have the weakest association. 
• the hedonic gratification of finding a selection of low priced fashion products that can be 
purchased privately has the strongest association with plus size fashion online consumer’s 
motivation for cost saving, whilst the utilitarian factors have the weakest association. 
• retailer discounts and promotions are associated strongly with plus size fashion online 
consumers that are motivated by value, and are associated more with the hedonic value of 
accessing a selection of fashion products than the utilitarian values of convenience and cost 
saving for example. 
• plus size fashion online consumer motivation to find value fashion products are associated 
most with retailer provision of discounts and promotion; significantly less with the hedonic 
value of accessing a selection of fashion products than the utilitarian values of privacy and 
convenience for example. 
• plus size fashion online consumer privacy motivation is most associated with the 
convenience of accessing a gratifyingly cost saving selection of fashion products, less 
association with fashion as a motivation and even less association with the plus size fashion 
online consumer motivation for monetary value. 
• plus size fashion online consumer convenience motivation is most associated with the 
privacy convenience of accessing a gratifyingly cost saving selection of fashionable 
products, less associated with fashion as a motivations and even less associatedw with the 
plus size fashion online consumer motivation for monetary value. 
• plus size fashion online consumer website fashion functions motivation is most associated 
with the hedonic and fashion value of accessing a gratifyingly cost saving selection of 
fashion products and less associated with its utilitarian value. 
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All of the correlations make sense statistically and conceptually, demonstrating that 
the relationships between the factors are valid. The key discussion points also indicate 
that the strongest correlations are with accessing a selection of fashion products and 
the fashion-focused and predominantly hedonic factors, indicating that a selection of 
fashion products, fashion and its hedonic influence has strong association with plus 
size fashion online shopping motivations. 
 
7.6   Plus Size Fashion Online Shopping Motivations Second-Order Correlations 
The nomological validity analysis of the second-order Confirmatory Factor Analysis 
model incorporated discussion on the statistical and conceptual correlations between 
each of the factors and the underlying concept of plus size fashion online shopping 
motivations (section 6.7.1.4), as displayed in Figure 7.7. The higher-order 
Confirmatory Factor Analysis nomological validity key discussion points are 
displayed in Figure 7.8. 
 
All of the correlations make sense statistically and conceptually, demonstrating that 
the relationships between each of the factors and the underlying concept of plus size 
fashion online shopping motivations are valid. The key discussion points also indicate 
that the most significant plus size fashion online shopping motivations are accessing a 
selection of fashion products followed by the fashion-focused and hedonic 
motivations, demonstrating that although motivated by unique and specified utilitarian 
factors; fashion and a desire for a selection of fashionable products is the strongest 
motivation. 
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Figure 7.7   Higher-Order Confirmatory Factor Analysis of Plus Size Fashion Online Shopping 
Motivations – (First-Order Loadings)/Second-Order Loadings 
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• Because it is retail therapy   (.799) 
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• Save money   (.889) 
• I spend less   (.708) 
• Offered a competitive price   (.708) 
 
• When I am sent discount incentive via e-mail   (.890) 
• When I am sent discount incentive through the post   (.855) 
• When I am sent a promotional e-mail   (.727) 
 
• Avoid changing rooms   (.872) 
• Try things on in the privacy of my own home   (.831) 
• Avoid shopping at a clothes store   (.794) 
 
• I can do so without going out   (.785) 
• Fits around my schedule   (.771) 
• I can shop at any time of day/night   (.726) 
 
• Catwalk views   (.895) 
• Celebrity style suggestions   (.871) 
• When someone sends me a link to a page   (.548) 
• Access a selection of clothes for different social occasions   (.810) 
• Access a selection of clothes for different seasons   (.773) 
• The ‘Simply Be’ fit flatters my shape   (.676) 
• General fit   (.660) 
• To access a selection of fashionable clothing that I cannot find 
anywhere else   (.676) 
• To access a wide selection of clothes in my size   (.589) 
 
• When there are discounts   (.887) 
• When there are sales   (.871) 
• To hunt for bargains   (.734) 
Selection 
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Figure 7.8   Higher-Order Confirmatory Factor Analysis Nomological Validity Key Discussion Points 
Key Discussion Points 
• plus size fashion online consumers have a strong interest in fashion and finding a selection 
of plus size fashionable products is their foremost plus size fashion online shopping 
motivation. 
• plus size fashion online consumers seek the hedonic gratification of shopping online for 
fashion, that can be a result of the amalgamation of the fashion and functional values of the 
products and experiences provided by plus size fashion online retailers, although with less 
significance to plus size fashion online consumers. 
• the hedonic value of finding fashionable products at low prices increase cost saving’s 
significance to plus size fashion online consumers similarly to the factors demonstrating 
fashion-focused and gratifying hedonic value, above those factors demonstrating more 
utilitarian values such like promotion and value, despite the monetary-focused similarities. 
• the website fashion functions have influence over plus size fashion online shopping 
motivations similarly to cost saving with a balanced level of utilitarianism and hedonism, 
positioning it less significant than the predominantly hedonic factors and more significant than 
the predominantly utilitarian factors. 
• plus size fashion online consumers are less significantly influenced by the utilitarian value of 
the privacy of shopping online and being able to try on at home and to an even lesser extent 
the ability to shop whenever or wherever they choose than the more hedonic fashion-focused 
factors but by both more so than the value-focused factors of promotion and value.  
• plus size fashion online consumers are more significantly motivated by the predominantly 
hedonic fashion-focused factors than the predominantly utilitarian value-focused factors, 
despite their hedonic values. 
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7.7   Plus Size Fashion Online Shopping Motivations Hypotheses 
The plus size fashion online shopping hypotheses (Chapter 5) were developed in the 
context of the reviewed literature and appropriate statistical data analysis of the 
research (section 4.12). All three hypotheses were confirmed as a result of the 
Exploratory Factor Analysis, Confirmatory Factor Analysis and Higher-Order 
Confirmatory Factor Analysis (section 6.8). 
 
 
Hypothesis 1 
A conceptualised multi-factor first-order model representing the correlation between 
components of plus size, fashion online shopping motivations accounts for the 
covariance among the scale items; without cross loadings. 
 
Hypothesis 1 was confirmed by the Confirmatory Factor Analysis scale items loading 
onto the correlated factors without any cross-loadings (section 6.6.3). This indicates 
that the plus size fashion online shopping motivations factors are specific and 
differentiated precisely by their scale items. 
 
  
Hypothesis 2 
Although conceptualised as consisting of multiple components, plus size, fashion 
online shopping motivations account for all of the scale items as one single factor. 
 
Hypothesis 2 was confirmed by the unidimensionality of the Confirmatory Factor 
Analysis Model (section 6.6.4). This indicates that the factors represent the holistic 
underlying concept of plus size fashion online shopping motivations. 
 
 
Hypothesis 3 
As a second-order model, two factors are indicative of the responses to the scale items: 
a general plus size, fashion online shopping motivations factor; and a specific factor 
corresponding to one of the multiple conceptual components. 
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Hypothesis 3 is confirmed by the Second-Order Confirmatory Factor Analysis 36 
scale items loading significantly to the 9 factor first-order and the 9 first-order factors 
loading significantly onto the second-order factor (section 6.7.1). This indicates that 
the holistic underlying plus size fashion online shopping motivations concept 
associates directly with each of the plus size fashion online shopping motivations and 
each of their specific measures. 
 
 
7.8   Research Discussion Summary 
Figure 7.9 displays a summary of the research discussion of plus size fashion online 
shopping motivations. 
 
 
7.9   Research Discussion Conclusions 
Exploratory Factor Analysis, Confirmatory Factor Analysis and Higher-Order 
Confirmatory Analysis were conducted on the data collected using the scale items 
identified in the research design of this research. Factors were extracted, and scale 
items eliminated via non-loading on the Exploratory Factor Analysis Model (section 
6.5) and re-modification in the Confirmatory Factor Analysis process (section 6.6). 
The factors, their scale items and the overall underlying construct of plus size fashion 
online shopping motivations were analysed for conceptual and statistical validity in 
the Confirmatory Factor Analysis (section 6.6) and Higher-Order Confirmatory Factor 
Analysis (section 6.7) processes.  
 
Hence, the Higher-Confirmatory Factor Analysis Model as displayed in Figure 7.7 
depicts an identified, analysed and conceptualised scale framework of plus size 
fashion online shopping motivations. 
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Figure 7.9   Research Discussion Summary 
Research Discussion Summary 
• plus size fashion online shopping motivations have a distinct fashion dimension, a distinct 
privacy dimension and separate retailer-orientated value and consumer-orientated value 
dimensions. 
• a gratifying shopping experience; an overall fashionability; a selection of fashionable 
products; low prices; discount promotion; discount seeking; personal privacy; personal 
convenience; and fashionable product display, are the key influencers of the extracted plus 
size fashion online shopping motivations factors. 
• the strongest correlations are with accessing a selection of fashion products and the fashion-
focused and predominantly hedonic factors, indicating that a selection of fashion products, 
fashion and its hedonic influence have strong association with plus size fashion online 
shopping motivations. 
• the most significant plus size fashion online shopping motivations are accessing a selection of 
fashion products followed by the fashion-focused and hedonic motivations, demonstrating that 
although motivated by unique and specified utilitarian factors; fashion and a desire for a 
selection of fashionable products is the strongest motivation. 
 
• the plus size fashion online shopping motivations factors are specific and differentiated 
precisely by their scale items. 
• the factors represent the underlying concept of plus size fashion online shopping 
motivations. 
• the underlying plus size fashion online shopping motivations concept associates directly with 
each of the plus size fashion online shopping motivations and each of their specific 
measures. 
 
In conclusion, nine factors are verified as plus size fashion online shopping 
motivations. From the analyses, discussions, hypotheses confirmation and 
subsequently the final discussion points of this research, the following conclusions 
can also be drawn: Plus size fashion online consumers have distinct and specific plus 
size fashion online shopping motivations that are predominantly influenced by 
accessing a selection of fashion products, fashion and the hedonic value of shopping 
for fashion, and less so influenced by utilitarian values. A selection of fashion 
products in their size is the strongest plus size fashion online shopping motivation and 
is a reflection of the relatively lacking plus size offering on the high street. Privacy 
was extracted and interpreted as specific factor but was not deemed a key plus size 
fashion online shopping motivation. 
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7.10   Interpretation 
An interpretation of the key research results, analysis and discussion is required to 
demonstrate the findings of this research in the context of plus size fashion online 
consumers. 
 
7.10.1   Selection and Fashion Interest 
The two highest loading factors onto plus size fashion online shopping motivations 
are selection (.781) and fashion interest (.780) (section 7.6; Figure 7.8). The 
difference in strength of their loadings is negligible and indicates their joint strength 
as plus size fashion online shopping motivations.  
 
Plus size fashion online consumers’ primary concerns are to find a selection of 
fashionable clothing. Size (.589) and accessing fashionable clothing that cannot be 
found elsewhere (.676) loaded least strongly onto selection, with different social 
occasions (.810) and different seasons (.773) loading the highest (section 7.6; Figure 
7.8). This indicates that although the high street is increasing its provision of plus size 
ranges (section 2.3.4), it still does not provide its plus size fashion consumers with the 
variety of ranges required to meet their social requirements. 
 
A strong interest in new fashions (.865) and increasing the number of fashionable 
garments in their wardrobe (.857) had the highest loadings onto fashion interest 
(section 7.6; Figure 7.8). This indicates that plus size fashion online consumers are 
motivated strongly by their desire to be fashionable when shopping online for fashion 
products. Keeping up-to-date with new trends (.698) also loaded highly, indicating 
that plus size fashion consumers are also interested in the fashion trend and style 
information when shopping online for fashion. 
 
7.10.2   Gratification 
The third highest loading factor onto plus size fashion online shopping motivations is 
gratification (.757) (section 7.6; Figure 7.8). This indicates that the gratifying 
hedonism of shopping online for fashion products is also a strong plus size fashion 
online shopping motivation. Retail therapy (.799) and feeling special (.797) loaded 
highest onto gratification (section 7.6; Figure 7.8) indicating that plus size fashion 
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online consumers enjoy shopping online for fashion and see it as a ‘feel good’ 
experience.  
 
7.10.3   Cost Saving 
The next and fourth highest loading factor onto plus size fashion online shopping 
motivations is cost saving (.717) (section 7.6; Figure 7.8). This indicates that spending 
less on their fashion products may provide plus size fashion online consumers with a 
certain amount gratification, as it is the highest and separately loading monetary-
focused factor and loads comparatively strongly with the hedonic and fashion-focused 
factors, motivating them to shop online for fashion. 
 
7.10.4   Website Fashion Functions 
The fifth highest loading factor onto plus size fashion online shopping motivations is 
website fashion functions (.663) (section 7.6; Figure 7.8). Catwalk views (.895) had 
the highest loading onto website fashion functions indicating that the increasing 
sophistication of the fashion functions of plus size fashion online websites is 
motivating plus size fashion online consumers to shop online for their fashion. 
Celebrity style suggestions (.871) also loaded strongly which indicates that plus size 
fashion online consumers are interested in what celebrities are wearing, including plus 
size celebrities in particular who are embracing fashion and increasing the profile of 
plus size fashion clothing through both ranges and endorsements. 
 
7.10.5   Convenience and Privacy 
The sixth and seventh highest loading factors onto plus size fashion online shopping 
motivations are convenience (.599) and privacy (.594) (section 7.6; Figure 7.8). This 
indicates that the general convenience of shopping as and when they like is a stronger 
motivation to shop online for fashion than the convenience of being able to shop in 
privacy for plus size fashion online shopping consumers, despite privacy being 
determined as an individual factor. It also indicates that convenience overall, is not as 
important to plus size fashion online consumers than the selection of fashion and 
hedonic motivations of shopping online for fashion. 
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7.10.6   Promotion and Value 
The eighth and ninth highest loading factors onto plus size fashion online shopping 
motivations are promotion (.473) and value (.409) (section 7.6; Figure 7.8). This 
indicates that value provided by retailers in the form of direct-marketed discounts and 
promotions is a stronger motivation to shop online for fashion than the consumer-
sought value in the form of sales and bargains for plus size fashion online consumers. 
It also indicates that value overall, is the least important motivation to shop online for 
fashion and is not as important to plus size fashion online consumers as the selection 
of fashion and hedonic motivations. 
 
7.10.7   Interpretation Summary 
Figure 7.10 displays a summary of the key interpretations of the key research results, 
analysis and discussion in the context of plus size fashion online consumers. 
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Figure 7.10   Interpretation Summary 
Interpretation Summary 
• plus size fashion online consumers’ primary concerns are to find a selection of fashionable 
clothing. 
• although the high street is increasing its provision of plus size ranges, it still does not provide 
its plus size fashion consumers with the variety of ranges required to meet their social 
requirements. 
• plus size fashion online consumers are motivated strongly by their desire to be fashionable 
when shopping online for fashion products. 
• plus size fashion consumers are also interested in the fashion trend and style information 
when shopping online for fashion. 
• the gratifying hedonism of shopping online for fashion products is also a strong plus size 
fashion online shopping motivation. 
• plus size fashion online consumers enjoy shopping online for fashion and see it as ‘feel 
good’ experience. 
• spending less on their fashion products may provide plus size fashion online consumers with 
a certain amount of gratification, as it is the highest and separately loading monetary-
focused factor, motivating them to shop online for fashion. 
• the increasing sophistication of the fashion functions of plus size fashion online websites 
is motivating plus size fashion online consumers to shop online for their fashion. 
• plus size fashion online consumers are interested in what celebrities are wearing, including 
plus size celebrities in particular who are embracing fashion and increasing the profile of 
plus size fashion clothing through both ranges and endorsements. 
• the general convenience of shopping as and when they like is a stronger motivation to 
shop online for fashion than the convenience of being able to shop in privacy for plus size 
fashion online shopping consumers, despite privacy being determined as an individual factor. 
• convenience overall, is not as important to plus size fashion online consumers than the 
selection of fashion and hedonic motivations of shopping online for fashion. 
• value provided by retailers in the form of direct-marketed discounts and promotions is a 
stronger motivation to shop online for fashion than the consumer-sought value in the 
form of sales and bargains for plus size fashion online consumers. 
• value overall, is the least important motivation to shop online for fashion and is not as 
important to plus size fashion online consumers than the selection of fashion and hedonic 
motivations. 
 
 
 
 
 
Further Discussion, Interpretation and Conclusions Chapter 7 
 
Analysis and Conceptualisation of Plus Size Fashion Online Shopping Motivations 250
7.11   Managerial Implications 
This research provides contextual business insight into the fashion online shopping 
motivations of plus size fashion online consumers. This insight aids the understanding 
of fashion online retailers that target plus size fashion online consumers. This 
understanding aids the development of marketing strategies that would appeal to 
target plus size fashion online consumers and provide fashion online retailers with 
competitive advantage in the plus size fashion online retail market. 
 
The following key plus size fashion online retailer marketing priorities in the context 
of plus size fashion online retailing were deduced from the interpretation, analysis and 
discussion in the context of plus size fashion online consumers: 
 
• A fashion-driven and an optimised product offering should be key strategic 
drivers. 
• The online environment should be maintained and developed as a gratifying 
experience, with distinct fashion focus and function. 
• Prices should be kept reasonable and competitive. 
• Celebrity ranges, endorsements and style tips should be integrated into website 
functions and marketing strategies. 
• Convenience and privacy are important but would not be effectively used 
within marketing strategies. 
• Direct promotion or provision of sales is an important element of marketing 
strategies but should not be the primary focus over product selection or 
fashionability. 
 
The key retailer priorities resulting from plus size fashion online shopping 
motivations have been demonstrated in Figure 7.11 in order of their importance, each 
priority having resulting retailer tactics. 
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Figure 7.11   Key Plus Size Fashion Online Retailer Marketing Priorities and Tactics 
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7.11.1   Specific Issues 
Specific managerial implications to plus size fashion online retailers have been 
identified by the extraction of scale items due to unloading and modification during 
the factor analysis processes of the statistical data analysis. 
 
7.11.1.1 Fashionable Accessories 
The scale item ‘I shop at SimplyBe.co.uk because I can buy fashionable accessories to 
complement my outfits’ did not load onto a factor during exploratory factor analysis. 
This indicates a significant managerial issue that plus size fashion online retailers are 
not making the most out of this significant fashion product range. Despite the fashion 
accessories market reducing in size, it is a significant fashion market worth £1.04 
billion in 2009 (Mintel, 2009). By directing marketing attempts at correlating fashion 
accessories with fashionable clothing, plus size fashion online retailers can create 
consumer constellations between the fashion accessories and the plus size fashion 
online consumers’ perceived roles as fashionable consumers (Chaplin and Lowrey, 
2010). 
 
7.11.1.2   Outfit Suggestions 
The scale item ‘I shop at SimplyBe.co.uk because of the outfit suggestions’ did not 
load onto a factor during exploratory factor analysis. This indicates a significant 
managerial issue that plus size fashion online retailers are not utilising online fashion 
website features effectively or sufficiently. Interactivity with the consumer through 
website features such as outfit suggestions has a positive effect on online consumer 
motivation, decision-making and purchase intentions (Fiore et al. 2005). 
 
7.11.1.3   Spreading Payments 
The scale item ‘I shop at SimplyBe.co.uk because I can spread out my payments’ did 
not load onto a factor during exploratory factor analysis. This indicates a significant 
managerial issue that the plus size fashion online retail market, despite being 
traditionally catalogue-based and credit-led, is not significantly influenced by the 
ability to spread payments. This further emphasises the weaker utilitarian influence on 
plus size fashion online shopping motivations. 
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7.11.1.4   Catalogue 
The scale item ‘I shop at SimplyBe.co.uk as soon as the new catalogue comes out’ did 
not load onto a factor during exploratory factor analysis. This indicates a significant 
managerial issue that plus size fashion online consumers, despite plus size fashion 
online retailers primarily being originally catalogue retailers, are not significantly 
influenced by the catalogue channel. Fashion catalogues’ provision of staple garments 
and wearable classics were traditionally a strong draw for plus size consumers (Clarke 
and Miller, 2002). However, online retailing’s ability to keep up with the modern era 
of fast fashion and provision of plus size fashion has reduced the plus size market’s 
necessity for catalogues. 
  
 
7.12   Contribution to Knowledge 
This research contributes to academia as a specific academic analysis of plus size 
fashion online shopping motivations. It is a developmental amalgamation of the 
literature surrounding fashion online shopping motivations and fragmented literature 
surrounding plus size consumers.  
 
A scale framework of plus size fashion online shopping motivations has been 
identified, analysed and conceptualised from the data collected via a research design 
of measures adapted from the literature reviewed and hypotheses developed. The 
scale framework identifies nine specific plus size fashion online shopping motivations 
comprising of thirty-seven scale items, in the order of their strength in importance to 
the plus size fashion online consumer. The most important plus size fashion online 
shopping motivations were selection and fashion interest, gratification then also being 
more important to the plus size fashion online consumer than the utilitarian focused 
motivations. This contributes specific understanding and analysis to the academic 
knowledge surrounding plus size fashion online shopping motivations. 
 
From an educational academic perspective, this research contributes an academically 
verified and reliable context with which to teach within online consumer behaviour 
and shopping motivations. 
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7.13   Research Limitations 
One specific limitation to this research is the exploratory nature of the statistical 
analysis conducted on the data, which could be further analysed in a conclusive nature. 
Another limitation to this research is the level of validity of the Confirmatory Factor 
Analysis, as latent variables with three or fewer indicators discredit the success of its 
Goodness-of-Fit Analysis.  
 
This research is limited to plus size fashion online consumers and cannot be 
generalised to plus size consumers or fashion consumers. It is also limited to UK plus 
size fashion online consumers despite the international reach of some plus size 
fashion online retailers, and cannot be generalised to mainland European, US or Asian 
plus size fashion online consumers. 
 
 
7.14   Further Research 
Further research could be conducted into the plus size fashion online shopping 
motivations in an international context, and data collected from mainland European, 
US or Asian plus size fashion online consumer respondents. The plus size fashion 
online shopping motivations model could also be developed further by academically 
analysing their influence on plus size fashion online consumer behaviour. The plus 
size fashion online shopping motivations influence on purchase intention of plus size 
fashion online consumers could be analysed for example, utilising further appropriate 
statistical tests using AMOS Graphics such as structural equation modelling for 
example. 
 
 
7.15   Conclusion 
In conclusion, this research has made a contribution to academic knowledge through 
the identification, analysis and conceptualisation of plus size fashion online shopping 
motivations. Also specifying that plus size fashion online consumers are strongly 
influenced by fashion and have the specific motivation of privacy. Finally, this 
research provides contextual business insight in the form of plus size fashion online 
retailer marketing priorites and tactics. 
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Model Fit Summary 
CMIN 
Model NPAR CMIN DF P CMIN/DF 
Default model 147 1773.579 593 .000 2.991 
Saturated model 740 .000 0   
Independence model 74 11774.761 666 .000 17.680 
Baseline Comparisons 
Model NFI Delta1 
RFI 
rho1 
IFI 
Delta2 
TLI 
rho2 CFI 
Default model .849 .831 .894 .881 .894 
Saturated model 1.000  1.000  1.000 
Independence model .000 .000 .000 .000 .000 
Parsimony-Adjusted Measures 
Model PRATIO PNFI PCFI 
Default model .890 .756 .796 
Saturated model .000 .000 .000 
Independence model 1.000 .000 .000 
NCP 
Model NCP LO 90 HI 90 
Default model 1180.579 1057.902 1310.847 
Saturated model .000 .000 .000 
Independence model 11108.761 10760.083 11463.842 
FMIN 
Model FMIN F0 LO 90 HI 90 
Default model 3.540 2.356 2.112 2.616 
Saturated model .000 .000 .000 .000 
Independence model 23.503 22.173 21.477 22.882 
RMSEA 
Model RMSEA LO 90 HI 90 PCLOSE 
Default model .063 .060 .066 .000 
Independence model .182 .180 .185 .000 
AIC 
Model AIC BCC BIC CAIC 
Default model 2067.579 2091.709   
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Model AIC BCC BIC CAIC 
Saturated model 1480.000 1601.469   
Independence model 11922.761 11934.908   
ECVI 
Model ECVI LO 90 HI 90 MECVI 
Default model 4.127 3.882 4.387 4.175 
Saturated model 2.954 2.954 2.954 3.197 
Independence model 23.798 23.102 24.507 23.822 
HOELTER 
Model HOELTER 
.05 
HOELTER 
.01 
Default model 184 191 
Independence model 31 33 
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Regression Weights: (Group number 1 - Default model) 
   M.I. Par Change 
WFF3 <--- CONVENIENCE 5.035 .148 
WFF3 <--- PRIVACY 8.901 .190 
WFF3 <--- VALUE 25.892 .316 
WFF3 <--- PROMOTION 27.142 .330 
WFF3 <--- SELECTION 7.596 .176 
WFF3 <--- V3 4.490 .044 
WFF3 <--- V2 5.639 .055 
WFF3 <--- V1 4.580 .048 
WFF3 <--- Pro3 5.190 .040 
WFF3 <--- Pro2 5.845 .050 
C3 <--- SELECTION 8.756 .123 
C3 <--- FASHION_INTEREST 6.860 .108 
C2 <--- SELECTION 13.949 -.173 
C2 <--- FASHION_INTEREST 9.050 -.137 
Pri2 <--- VALUE 6.824 .124 
Pri2 <--- PROMOTION 7.579 .133 
Pri2 <--- SELECTION 10.640 .158 
Pri2 <--- FASHION_INTEREST 13.543 .176 
Pri2 <--- GRATIFICATION 5.823 .115 
Pri2 <--- FI3 4.544 .034 
Pri1 <--- COST SAVING 6.866 -.137 
Pri1 <--- SELECTION 13.234 -.191 
Pri1 <--- FASHION_INTEREST 13.631 -.191 
Pri1 <--- GRATIFICATION 7.433 -.140 
Pri1 <--- WEBSITE_FASHION_FUNCTIONS 4.230 -.107 
V3 <--- CONVENIENCE 9.140 .146 
V3 <--- PRIVACY 19.190 .204 
V3 <--- COST SAVING 26.782 .241 
V3 <--- SELECTION 9.830 .146 
V3 <--- GRATIFICATION 16.135 .184 
V3 <--- Pri3 5.097 .026 
V3 <--- Pri2 4.388 .031 
V3 <--- CS3 4.737 .025 
V2 <--- CONVENIENCE 5.237 -.073 
V2 <--- PRIVACY 6.087 -.076 
V2 <--- COST SAVING 12.947 -.111 
V2 <--- SELECTION 5.488 -.073 
V2 <--- GRATIFICATION 7.344 -.083 
V2 <--- WEBSITE_FASHION_FUNCTIONS 5.505 -.072 
V1 <--- PROMOTION 4.379 -.074 
Pro3 <--- CONVENIENCE 4.171 .110 
Pro3 <--- FASHION_INTEREST 6.914 .136 
Pro3 <--- GRATIFICATION 7.086 .137 
Pro3 <--- WEBSITE_FASHION_FUNCTIONS 5.644 .124 
Pro1 <--- CONVENIENCE 4.761 -.101 
Pro1 <--- SELECTION 11.244 -.150 
Pro1 <--- FASHION_INTEREST 9.252 -.134 
CS4 <--- CONVENIENCE 9.183 .178 
CS4 <--- VALUE 6.499 .141 
CS4 <--- PROMOTION 4.668 .122 
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   M.I. Par Change 
CS4 <--- SELECTION 30.573 .314 
CS4 <--- FASHION_INTEREST 25.600 .283 
CS4 <--- GRATIFICATION 12.302 .196 
CS4 <--- C3 4.638 .052 
CS4 <--- S4 11.822 .068 
CS4 <--- S3 16.222 .085 
CS4 <--- FI5 4.345 .039 
CS4 <--- FI2 4.579 .034 
CS4 <--- G7 4.536 .041 
CS3 <--- PRIVACY 4.488 .098 
CS3 <--- VALUE 4.748 .098 
CS2 <--- PRIVACY 8.213 -.140 
CS2 <--- VALUE 6.066 -.118 
CS2 <--- PROMOTION 4.832 -.107 
CS2 <--- WEBSITE_FASHION_FUNCTIONS 5.274 -.112 
CS1 <--- SELECTION 8.653 -.137 
S5 <--- S6 4.931 .029 
S4 <--- CS4 5.417 .031 
S4 <--- S3 12.043 .059 
S3 <--- PRIVACY 4.211 .085 
S3 <--- CS4 9.801 .038 
S3 <--- S4 12.458 .051 
S2 <--- COST SAVING 4.040 -.067 
S2 <--- GRATIFICATION 10.706 -.108 
S2 <--- WEBSITE_FASHION_FUNCTIONS 12.121 -.116 
FI5 <--- CONVENIENCE 19.975 .213 
FI5 <--- PRIVACY 9.853 .144 
FI5 <--- SELECTION 12.778 .165 
FI5 <--- C1 6.109 .043 
FI4 <--- CONVENIENCE 4.337 -.107 
FI4 <--- GRATIFICATION 5.634 .116 
FI3 <--- PRIVACY 11.018 .162 
FI3 <--- COST SAVING 6.829 .128 
FI3 <--- SELECTION 4.652 .106 
FI3 <--- Pri2 4.707 .034 
FI2 <--- PRIVACY 4.401 -.090 
FI1 <--- SELECTION 7.749 -.115 
G7 <--- CONVENIENCE 8.833 .151 
G7 <--- PRIVACY 4.980 .109 
G7 <--- VALUE 9.199 .145 
G7 <--- COST SAVING 8.665 .144 
G7 <--- SELECTION 23.615 .239 
G7 <--- FASHION_INTEREST 7.715 .135 
G7 <--- V1 4.083 .035 
G7 <--- S5 4.599 .038 
G5 <--- COST SAVING 5.077 .118 
G4 <--- PRIVACY 4.411 .112 
G4 <--- COST SAVING 4.175 .109 
G3 <--- VALUE 4.087 .102 
G3 <--- WEBSITE_FASHION_FUNCTIONS 5.596 -.122 
G2 <--- COST SAVING 4.761 -.123 
G2 <--- SELECTION 4.781 -.123 
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   M.I. Par Change 
G1 <--- PRIVACY 11.967 -.178 
G1 <--- COST SAVING 12.632 -.183 
G1 <--- SELECTION 7.034 -.137 
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Model Fit Summary 
CMIN 
Model NPAR CMIN DF P CMIN/DF 
Default model 144 1558.215 558 .000 2.792 
Saturated model 702 .000 0   
Independence model 72 11364.725 630 .000 18.039 
Baseline Comparisons 
Model NFI Delta1 
RFI 
rho1 
IFI 
Delta2 
TLI 
rho2 CFI 
Default model .863 .845 .907 .895 .907 
Saturated model 1.000  1.000  1.000 
Independence model .000 .000 .000 .000 .000 
Parsimony-Adjusted Measures 
Model PRATIO PNFI PCFI 
Default model .886 .764 .803 
Saturated model .000 .000 .000 
Independence model 1.000 .000 .000 
NCP 
Model NCP LO 90 HI 90 
Default model 1000.215 886.332 1121.722 
Saturated model .000 .000 .000 
Independence model 10734.725 10392.127 11083.723 
FMIN 
Model FMIN F0 LO 90 HI 90 
Default model 3.110 1.996 1.769 2.239 
Saturated model .000 .000 .000 .000 
Independence model 22.684 21.427 20.743 22.123 
RMSEA 
Model RMSEA LO 90 HI 90 PCLOSE 
Default model .060 .056 .063 .000 
Independence model .184 .181 .187 .000 
AIC 
Model AIC BCC BIC CAIC 
Default model 1846.215 1869.180   
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Model AIC BCC BIC CAIC 
Saturated model 1404.000 1515.957   
Independence model 11508.725 11520.207   
ECVI 
Model ECVI LO 90 HI 90 MECVI 
Default model 3.685 3.458 3.928 3.731 
Saturated model 2.802 2.802 2.802 3.026 
Independence model 22.972 22.288 23.668 22.994 
HOELTER 
Model HOELTER 
.05 
HOELTER 
.01 
Default model 198 206 
Independence model 31 32 
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Regression Weights: (Group number 1 - Default model) 
   Estimate S.E. C.R. P Label 
G1 <--- GRATIFICATION 1.340 .064 21.072 *** par_1 
G2 <--- GRATIFICATION 1.338 .067 19.852 *** par_2 
G3 <--- GRATIFICATION 1.192 .061 19.392 *** par_3 
G4 <--- GRATIFICATION 1.364 .066 20.816 *** par_4 
G5 <--- GRATIFICATION 1.268 .063 20.047 *** par_5 
G6 <--- GRATIFICATION 1.247 .071 17.686 *** par_6 
G7 <--- GRATIFICATION .913 .055 16.578 *** par_7 
FI1 <--- FASHION_INTEREST 1.270 .054 23.472 *** par_8 
FI2 <--- FASHION_INTEREST 1.297 .056 23.170 *** par_9 
FI3 <--- FASHION_INTEREST .953 .056 17.142 *** par_10 
FI4 <--- FASHION_INTEREST .973 .057 17.180 *** par_11 
FI5 <--- FASHION_INTEREST .895 .052 17.092 *** par_12 
S1 <--- SELECTION .791 .051 15.549 *** par_13 
S2 <--- SELECTION .502 .037 13.723 *** par_14 
S3 <--- SELECTION .730 .048 15.117 *** par_15 
S4 <--- SELECTION .843 .053 15.916 *** par_16 
S5 <--- SELECTION .970 .047 20.707 *** par_17 
S6 <--- SELECTION .964 .050 19.247 *** par_18 
CS1 <--- COST SAVING 1.245 .058 21.420 *** par_19 
CS2 <--- COST SAVING .981 .057 17.210 *** par_20 
CS3 <--- COST SAVING 1.385 .058 23.717 *** par_21 
Pro1 <--- PROMOTION 1.334 .058 23.096 *** par_22 
Pro2 <--- PROMOTION 1.247 .053 23.598 *** par_23 
Pro3 <--- PROMOTION 1.114 .061 18.287 *** par_24 
V1 <--- VALUE 1.161 .049 23.749 *** par_25 
V2 <--- VALUE 1.208 .045 26.960 *** par_26 
V3 <--- VALUE 1.008 .055 18.379 *** par_27 
Pri1 <--- PRIVACY 1.575 .067 23.369 *** par_28 
Pri2 <--- PRIVACY 1.305 .061 21.509 *** par_29 
Pri3 <--- PRIVACY 1.375 .067 20.457 *** par_30 
C1 <--- CONVENIENCE .996 .055 18.095 *** par_31 
C2 <--- CONVENIENCE 1.077 .056 19.170 *** par_32 
C3 <--- CONVENIENCE .834 .049 17.023 *** par_33 
WFF1 <--- WEBSITE_FASHION_FUNCTIONS 1.350 .058 23.221 *** par_34 
WFF2 <--- WEBSITE_FASHION_FUNCTIONS 1.428 .060 23.724 *** par_35 
WFF3 <--- WEBSITE_FASHION_FUNCTIONS .859 .068 12.599 *** par_36 
 
Standardized Regression Weights: (Group number 1 - Default model) 
   Estimate 
G1 <--- GRATIFICATION .802 
G2 <--- GRATIFICATION .770 
G3 <--- GRATIFICATION .758 
G4 <--- GRATIFICATION .796 
G5 <--- GRATIFICATION .776 
G6 <--- GRATIFICATION .710 
G7 <--- GRATIFICATION .676 
FI1 <--- FASHION_INTEREST .863 
FI2 <--- FASHION_INTEREST .856 
FI3 <--- FASHION_INTEREST .696 
FI4 <--- FASHION_INTEREST .696 
FI5 <--- FASHION_INTEREST .695 
S1 <--- SELECTION .652 
S2 <--- SELECTION .592 
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   Estimate 
S3 <--- SELECTION .655 
S4 <--- SELECTION .677 
S5 <--- SELECTION .813 
S6 <--- SELECTION .773 
CS1 <--- COST SAVING .827 
CS2 <--- COST SAVING .705 
CS3 <--- COST SAVING .889 
Pro1 <--- PROMOTION .864 
Pro2 <--- PROMOTION .877 
Pro3 <--- PROMOTION .735 
V1 <--- VALUE .869 
V2 <--- VALUE .945 
V3 <--- VALUE .731 
Pri1 <--- PRIVACY .874 
Pri2 <--- PRIVACY .827 
Pri3 <--- PRIVACY .797 
C1 <--- CONVENIENCE .757 
C2 <--- CONVENIENCE .799 
C3 <--- CONVENIENCE .727 
WFF1 <--- WEBSITE_FASHION_FUNCTIONS .876 
WFF2 <--- WEBSITE_FASHION_FUNCTIONS .890 
WFF3 <--- WEBSITE_FASHION_FUNCTIONS .549 
 
Variances: (Group number 1 - Default model) 
   Estimate S.E. C.R. P Label 
FASHION_INTEREST   1.000     
SELECTION   1.000     
PRIVACY   1.000     
VALUE   1.000     
GRATIFICATION   1.000     
WEBSITE_FASHION_FUNCTIONS   1.000     
CONVENIENCE   1.000     
COST SAVING   1.000     
PROMOTION   1.000     
e1   .994 .077 12.956 *** par_109 
e2   1.228 .091 13.546 *** par_110 
e3   1.055 .077 13.744 *** par_111 
e4   1.079 .082 13.110 *** par_112 
e5   1.062 .079 13.404 *** par_113 
e6   1.530 .108 14.187 *** par_114 
e7   .991 .068 14.510 *** par_115 
e8   .553 .051 10.858 *** par_116 
e9   .616 .055 11.195 *** par_117 
e10   .970 .068 14.203 *** par_118 
e11   1.005 .071 14.212 *** par_119 
e12   .859 .061 14.151 *** par_120 
e15   .848 .060 14.223 *** par_121 
e16   .466 .032 14.567 *** par_122 
e17   .708 .053 13.320 *** par_123 
Confirmatory Factor Analysis First-Order Standard Loading Measures Appendix 5 
 
Analysis and Conceptualisation of Plus Size Fashion Online Shopping Motivations 301
   Estimate S.E. C.R. P Label 
e18   .840 .063 13.282 *** par_124 
e19   .483 .045 10.729 *** par_125 
e20   .625 .053 11.811 *** par_126 
e21   .714 .067 10.583 *** par_127 
e22   .972 .071 13.598 *** par_128 
e23   .510 .069 7.435 *** par_129 
e26   .605 .063 9.595 *** par_130 
e27   .468 .053 8.865 *** par_131 
e29   1.058 .079 13.365 *** par_132 
e30   .437 .041 10.630 *** par_133 
e31   .176 .036 4.910 *** par_134 
e32   .886 .064 13.915 *** par_135 
e33   .767 .088 8.761 *** par_136 
e34   .788 .073 10.859 *** par_137 
e35   1.085 .091 11.955 *** par_138 
e36   .739 .067 11.100 *** par_139 
e37   .622 .053 11.678 *** par_140 
e38   .659 .070 9.412 *** par_141 
e39   .554 .068 8.201 *** par_142 
e40   .536 .073 7.321 *** par_143 
e41   1.710 .115 14.922 *** par_144 
 
Computation of degrees of freedom (Default model) 
Number of distinct sample moments: 702 
Number of distinct parameters to be estimated: 144 
Degrees of freedom (702 - 144): 558 
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Regression Weights: (Group number 1 - Default model) 
   Estimate S.E. C.R. P Label 
GRATIFICATION <--- Plus Size, Mid-Life Fashion_Online Shopping Motivations 1.010 .066 15.297 *** par_28 
FASHION_INTEREST <--- Plus Size, Mid-Life Fashion_Online Shopping Motivations .993 .059 16.743 *** par_29 
SELECTION <--- Plus Size, Mid-Life Fashion_Online Shopping Motivations .622 .048 13.012 *** par_30 
COST SAVING <--- Plus Size, Mid-Life Fashion_Online Shopping Motivations .890 .062 14.345 *** par_31 
PROMOTION <--- Plus Size, Mid-Life Fashion_Online Shopping Motivations .625 .066 9.435 *** par_32 
VALUE <--- Plus Size, Mid-Life Fashion_Online Shopping Motivations .485 .059 8.174 *** par_33 
PRIVACY <--- Plus Size, Mid-Life Fashion_Online Shopping Motivations .935 .076 12.234 *** par_34 
CONVENIENCE <--- Plus Size, Mid-Life Fashion_Online Shopping Motivations .608 .056 10.947 *** par_35 
WEBSITE_FASHION_FUNCTIONS <--- Plus Size, Mid-Life Fashion_Online Shopping Motivations .890 .065 13.606 *** par_36 
G1 <--- GRATIFICATION 1.000     
G2 <--- GRATIFICATION 1.000 .053 18.799 *** par_1 
G3 <--- GRATIFICATION .897 .049 18.355 *** par_2 
G4 <--- GRATIFICATION 1.024 .053 19.418 *** par_3 
G5 <--- GRATIFICATION .951 .051 18.753 *** par_4 
G6 <--- GRATIFICATION .930 .054 17.133 *** par_5 
G7 <--- GRATIFICATION .689 .043 15.983 *** par_6 
FI1 <--- FASHION_INTEREST 1.000     
FI2 <--- FASHION_INTEREST 1.021 .042 24.223 *** par_7 
FI3 <--- FASHION_INTEREST .752 .043 17.580 *** par_8 
FI4 <--- FASHION_INTEREST .758 .043 17.477 *** par_9 
FI5 <--- FASHION_INTEREST .701 .041 17.169 *** par_10 
S1 <--- SELECTION 1.000     
S2 <--- SELECTION .626 .054 11.629 *** par_11 
S3 <--- SELECTION .923 .074 12.541 *** par_12 
S4 <--- SELECTION 1.057 .082 12.837 *** par_13 
S5 <--- SELECTION 1.212 .082 14.861 *** par_14 
S6 <--- SELECTION 1.209 .085 14.192 *** par_15 
CS1 <--- COST SAVING 1.000     
CS2 <--- COST SAVING .793 .047 16.880 *** par_16 
CS3 <--- COST SAVING 1.116 .053 20.941 *** par_17 
Pro1 <--- PROMOTION 1.000     
Pro2 <--- PROMOTION .958 .044 21.911 *** par_18 
Pro3 <--- PROMOTION .834 .046 17.975 *** par_19 
V1 <--- VALUE 1.000     
V2 <--- VALUE .998 .038 26.381 *** par_20 
V3 <--- VALUE .854 .044 19.529 *** par_21 
Pri1 <--- PRIVACY 1.000     
Pri2 <--- PRIVACY .835 .039 21.165 *** par_22 
Pri3 <--- PRIVACY .871 .042 20.616 *** par_23 
C1 <--- CONVENIENCE 1.000     
C2 <--- CONVENIENCE 1.043 .067 15.647 *** par_24 
C3 <--- CONVENIENCE .821 .058 14.213 *** par_25 
WFF1 <--- WEBSITE_FASHION_FUNCTIONS 1.000     
WFF2 <--- WEBSITE_FASHION_FUNCTIONS 1.070 .048 22.198 *** par_26 
WFF3 <--- WEBSITE_FASHION_FUNCTIONS .638 .050 12.664 *** par_27 
 
 
 
Confirmatory Factor Analysis Second-Order Standard Loading Measures Appendix 6 
 
Analysis and Conceptualisation of Plus Size Fashion Online Shopping Motivations 303
Standardized Regression Weights: (Group number 1 - Default model) 
   Estimate 
GRATIFICATION <--- Plus Size, Mid-Life Fashion_Online Shopping Motivations .757 
FASHION_INTEREST <--- Plus Size, Mid-Life Fashion_Online Shopping Motivations .780 
SELECTION <--- Plus Size, Mid-Life Fashion_Online Shopping Motivations .781 
COST SAVING <--- Plus Size, Mid-Life Fashion_Online Shopping Motivations .717 
PROMOTION <--- Plus Size, Mid-Life Fashion_Online Shopping Motivations .473 
VALUE <--- Plus Size, Mid-Life Fashion_Online Shopping Motivations .409 
PRIVACY <--- Plus Size, Mid-Life Fashion_Online Shopping Motivations .594 
CONVENIENCE <--- Plus Size, Mid-Life Fashion_Online Shopping Motivations .599 
WEBSITE_FASHION_FUNCTIONS <--- Plus Size, Mid-Life Fashion_Online Shopping Motivations .663 
G1 <--- GRATIFICATION .799 
G2 <--- GRATIFICATION .768 
G3 <--- GRATIFICATION .761 
G4 <--- GRATIFICATION .797 
G5 <--- GRATIFICATION .777 
G6 <--- GRATIFICATION .706 
G7 <--- GRATIFICATION .681 
FI1 <--- FASHION_INTEREST .865 
FI2 <--- FASHION_INTEREST .857 
FI3 <--- FASHION_INTEREST .698 
FI4 <--- FASHION_INTEREST .690 
FI5 <--- FASHION_INTEREST .692 
S1 <--- SELECTION .656 
S2 <--- SELECTION .589 
S3 <--- SELECTION .660 
S4 <--- SELECTION .676 
S5 <--- SELECTION .810 
S6 <--- SELECTION .773 
CS1 <--- COST SAVING .825 
CS2 <--- COST SAVING .708 
CS3 <--- COST SAVING .889 
Pro1 <--- PROMOTION .855 
Pro2 <--- PROMOTION .890 
Pro3 <--- PROMOTION .727 
V1 <--- VALUE .887 
V2 <--- VALUE .926 
V3 <--- VALUE .734 
Pri1 <--- PRIVACY .872 
Pri2 <--- PRIVACY .831 
Pri3 <--- PRIVACY .794 
C1 <--- CONVENIENCE .771 
C2 <--- CONVENIENCE .785 
C3 <--- CONVENIENCE .726 
WFF1 <--- WEBSITE_FASHION_FUNCTIONS .871 
WFF2 <--- WEBSITE_FASHION_FUNCTIONS .895 
WFF3 <--- WEBSITE_FASHION_FUNCTIONS .548 
 
Variances: (Group number 1 - Default model) 
   Estimate S.E. C.R. P Label 
Plus Size, Mid-Life Fashion_Online Shopping Motivations   1.000     
e42   .760 .090 8.425 *** par_73 
e43   .635 .075 8.452 *** par_74 
e44   .247 .038 6.499 *** par_75 
e45   .750 .085 8.808 *** par_76 
e46   1.355 .129 10.500 *** par_77 
e47   1.171 .099 11.795 *** par_78 
e48   1.599 .163 9.800 *** par_79 
e49   .661 .080 8.268 *** par_80 
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   Estimate S.E. C.R. P Label 
e50   1.011 .103 9.795 *** par_81 
e1   1.010 .078 13.017 *** par_82 
e2   1.237 .091 13.565 *** par_83 
e3   1.043 .076 13.704 *** par_84 
e4   1.074 .082 13.087 *** par_85 
e5   1.057 .079 13.390 *** par_86 
e6   1.546 .109 14.212 *** par_87 
e7   .979 .068 14.472 *** par_88 
e8   .545 .051 10.678 *** par_89 
e9   .611 .055 11.047 *** par_90 
e10   .963 .068 14.137 *** par_91 
e11   1.021 .072 14.261 *** par_92 
e12   .865 .061 14.173 *** par_93 
e15   .839 .059 14.147 *** par_94 
e16   .469 .032 14.569 *** par_95 
e17   .701 .053 13.154 *** par_96 
e18   .841 .064 13.204 *** par_97 
e19   .490 .046 10.660 *** par_98 
e20   .627 .054 11.684 *** par_99 
e21   .723 .068 10.609 *** par_100 
e22   .964 .071 13.525 *** par_101 
e23   .508 .069 7.334 *** par_102 
e26   .640 .069 9.281 *** par_103 
e27   .420 .058 7.213 *** par_104 
e29   1.085 .082 13.294 *** par_105 
e30   .380 .043 8.765 *** par_106 
e31   .233 .039 5.951 *** par_107 
e32   .877 .063 14.003 *** par_108 
e33   .776 .090 8.595 *** par_109 
e34   .769 .074 10.402 *** par_110 
e35   1.102 .092 11.927 *** par_111 
e36   .701 .067 10.410 *** par_112 
e37   .623 .054 11.604 *** par_113 
e38   .697 .070 9.991 *** par_114 
e39   .574 .069 8.301 *** par_115 
e40   .512 .075 6.814 *** par_116 
e41   1.714 .115 14.922 *** par_117 
 
Notes for Model (Default model) 
Computation of degrees of freedom (Default model) 
Number of distinct sample moments: 702 
Number of distinct parameters to be estimated: 117 
Degrees of freedom (702 - 117): 585 
Result (Default model) 
Minimum was achieved 
Chi-square = 1826.086 
Degrees of freedom = 585 
Probability level = .000 
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Model Fit Summary 
CMIN 
Model NPAR CMIN DF P CMIN/DF 
Default model 117 1826.086 585 .000 3.122 
Saturated model 702 .000 0   
Independence model 72 11364.725 630 .000 18.039 
Baseline Comparisons 
Model NFI Delta1 
RFI 
rho1 
IFI 
Delta2 
TLI 
rho2 CFI 
Default model .839 .827 .885 .875 .884 
Saturated model 1.000  1.000  1.000 
Independence model .000 .000 .000 .000 .000 
Parsimony-Adjusted Measures 
Model PRATIO PNFI PCFI 
Default model .929 .779 .821 
Saturated model .000 .000 .000 
Independence model 1.000 .000 .000 
NCP 
Model NCP LO 90 HI 90 
Default model 1241.086 1116.008 1373.744 
Saturated model .000 .000 .000 
Independence model 10734.725 10392.127 11083.723 
FMIN 
Model FMIN F0 LO 90 HI 90 
Default model 3.645 2.477 2.228 2.742 
Saturated model .000 .000 .000 .000 
Independence model 22.684 21.427 20.743 22.123 
RMSEA 
Model RMSEA LO 90 HI 90 PCLOSE 
Default model .065 .062 .068 .000 
Independence model .184 .181 .187 .000 
AIC 
Model AIC BCC BIC CAIC 
Default model 2060.086 2078.746   
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Model AIC BCC BIC CAIC 
Saturated model 1404.000 1515.957   
Independence model 11508.725 11520.207   
ECVI 
Model ECVI LO 90 HI 90 MECVI 
Default model 4.112 3.862 4.377 4.149 
Saturated model 2.802 2.802 2.802 3.026 
Independence model 22.972 22.288 23.668 22.994 
HOELTER 
Model HOELTER 
.05 
HOELTER 
.01 
Default model 177 184 
Independence model 31 32 
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Pre-Test 
The pre-test consisted of the online questionnaire being sent to a sample of online 
fashion consumers via an e-mail. The online fashion consumers were chosen through 
acquaintance with the researcher. They were asked to complete the questionnaire 
whilst making any observations on questionnaire clarity, spelling, length and ability to 
understand. Any negative responses were rectified, including question wording for 
example. The tests were conducted until a saturation of positive response was reached, 
resulting in 15 tests overall. 
 
 
